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Introduction 
Regarding this report, a market opportunity will be developed to explore marketing tactics for the hotel. This report uses the SOSTAC model, and Grand Hyatt is the hotel of choice. The main goals of this marketing plan are to attract new clients, to sustain customer loyalty, and to be present online in order to attract the target audience. 
Situation Analysis 
SWOT analysis (Microanalysis) 
I have provided an overview of the key Strengths, Weaknesses, Opportunities and Threats in the following section, a more in-depth overview can be found in Appendix.
Strengths
· Grand Hyatt has more than 58 hotels in multiple countries (Kopycki, 2019). 
· It offers the greatest amenities, including living rooms, gyms, in-room laundry, and spas.
Weaknesses
· It is an expensive hotel. 
· It experiences significant labour outflows (Jha, 2018).
Opportunities
· It can attract more clients by offering bundles.
· It might also concentrate on opening in exotic locations.
Threats 
· There are a lot of competitors in the industry. 
· The hotel's reputation is damaged by dishonest online businesses.

Customers: Segmentation and Targeting / Customer profile’s (SimilarWeb)
Marketing Segmentation:  Target Market  
Geographic: Individuals from all over the world.
Demographic: High income, age over 25, any ethnicity or religion, and all genders. 
Psychographic: Individuals who enjoy traveling, leisure pursuits, and travel as a hobby.
Behavioural: Clients that love to travel. 
Competitors: Perceptual positioning map, Bowman's strategy clock
Hence, Grand Hyatt is mostly considered to provide high-quality services at expensive costs.
Perceptual Positioning Map
The vertical axis of a perceptual positioning map is often used to represent the perceived value of a service, while the horizontal axis is employed to represent its cost. The Grand Hyatt Hotels brand positions itself as offering opulent lodgings at extremely high prices. Based on the provided coordinates, it is possible to locate them in the geographical region corresponding to the top right corner of the Earth's surface. This suggests that Grand Hyatt positions itself as a competitor in the premium market segment via the provision of luxurious facilities and services. The organisation aims to provide a superior level of service and is willing to implement a higher pricing structure accordingly.
Bowman's Strategy Clock
In order to enhance comprehension of a company's price and value propositions in relation to its competitors, Bowman devised a tool known as the Strategy Clock. The positioning of Grand Hyatt Hotels may be classified as "Hybrid" on the Strategy Clock, showing the company's commitment to provide superior services. These products exhibit a correlation between their elevated cost and the perception of their substantial worth. This aligns with their spatial positioning on the cognitive map of perceptual experiences.
Grand Hyatt is mostly concentrated on differentiation with high prices and services (refer to appendix). 
Collaborators: Demonstrate an awareness of Grand Hyatt B2B Relationships, Partnerships, and Franchises.
Through their partnership, Grand Hyatt and SLH are able to offer customers exclusive benefits at any participating SLH hotel when they earn and redeem points. (SLH, 2023).
Grand Hyatt and Traveller Made cooperated in order to encourage luxury travel designers in offering luxurious travel experiences for wealthy clients. (Traveler Made, 2023). 
Climate: PESTLE (Macro analysis)
I have provided an overview of the key elements in the following section, a more in-depth version can be found in Appendix.
Political 
· The UK has political stability (Sri Kustono et al., 2023).
· Brexit had a significant negative impact on the hospitality industry (Sri Kustono et al., 2023).
Economic
· The UK's economic output in 2019 was £59.3 billion, indicating stability and high GDP (UK Parliament, 2022). 
· A third to five percent of the UK economy comes from the hospitality sector (UK Parliament, 2022). 
Social 
· Spending has decreased from £117 billion to £77.45 as a result of the pandemic.
· The rate of employee turnover is high (George, 2021).
Technological
· Chatbots and mobile apps are used.
· Online payments and booking are done for the convenience of the customer (George, 2021).
Legal 
· Gas Safety Regulations 1998 were created in order to ensure the welfare of the guests (Chen et al., 2023).
· To keep employees safe, the Health and Safety at Work Act of 1974 was created (Chen et al., 2023).
Environmental 
· Renewable energy is used.
· Hotels are pursuing sustainability (George, 2021).
Marketing Mix
Price
The hotel has opted for a premium pricing strategy, maintaining higher prices for its products (Grand Hyatt, 2023).  
Place
With 58 hotels spread across the UK, India, Australia, and other nations, the hotel chain is primarily distributed, with its headquarters in the UK (Grand Hyatt Hotel, 2023). 
Product
Being a prominent premium hotel chain, which provides top-tier hospitality services, the main product is the hotel itself (Hurdawaty and Pratama, 2019).
Promotion 
For its promotion and marketing strategy Grand Hyatt uses social media platforms (Grand Hyatt, 2023).  
A more in-depth overview can be found in Appendix.
Objectives 
· To achieve and maintain 90% positive brand recognition. 
· To enhance and raise brand awareness by 70%.   
· To create and track leads with potential new clients by 75%. 
Strategy 
Market penetration can be focused with the help of Ansoff Matrix.
Sustainable margins should be a greater priority for Grand Hyatt Hotels worldwide. Moreover, boosting market penetration should be the primary goal of marketing and advertising campaigns. Hence, technology is another way that new channels with enhanced supply chains and distribution systems can determine innovation. It should offer premium pricing while offering a lower price when compared to its rivals. (Clarissia, 2020).
The marketing mix, often referred to as the "4Ps," delineates the fundamental constituents of Grand Hyatt marketing strategy (attached in appendix).
Tactics 
The main marketing strategy is to highlight the hotel plan across all social media channels using various techniques. Twitter, Facebook, Instagram, TikTok, and email will be prioritized. Therefore, in order to attract people, posts and articles will be used on the platforms, and more films, pictures and stories are to be uploaded. 
Race Model
Reach
To attract a larger audience, various marketing strategies are being applied on social media platforms.  Facebook, TikTok, and Instagram will be used in order to engage people. Posting various ideas in the form of images, media, blogs, and videos will help increase brand awareness of the company's unique products and services, like the exotic location and discounts. (Vrontis et al., 2021).
Act
In the act phase, Grand Hyatt will be highlited in order to promote interactions on different websites and platforms. The hotel will make sure that the website is easy to use and customer- responsive. 
Convey
In the convey phase, the hotel is primarily considering emails and various other marketing methods to reach target audiences. Hence, packages, personalized rooms and, customized tours will be ensured for the customers (Morgan et al., 2019). 
Engage 
Finally, the engagement phase is to consider the customer feedback, email engagement, and social media platforms. Therefore, with this marketing tactics customers will be gained. 
Action 
A Gannt Chart is used as a timeline to determine when and how each task should be completed. Therefore, in order to market this hotel, direct messaging, sales promotion, public relations, and television will be considered. Hence, the entire year should be considered in relation to this chart, with a focus on marketing tactics.
Control 
The main KPIs used for this plan are views, web traffic, shares, and likes. Therefore, the principal selling point is customer retention. Sales-qualified and marketing-qualified leads are to be considered for online and direct contact done by both new and existing customers. Hence, it is important to focus on customer loyalty. (Farrison, 2016). Moreover, Gannt Chart is attached in the appendix below.
Conclusion 
In regard to this report, the primary marketing tactic involved aligning with objectives and evaluating the hotel using various models and frameworks. The principal marketing challenge is that the concept is flexible and can be adjusted within the plan by addition or subtraction. Therefore, the entire plan's timeframe can be extended as needed.
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Appendix 
Report
SWOT Analysis
Strength
The hotel's exceptional service reputation, particularly in relation to the Hyatt brand, stands out as a prominent factor contributing to its appeal. Establishing a strong customer base and cultivating a favorable reputation may be achieved via the demonstration of great customer service and attentiveness to consumer needs. The hotel has a network of over 58 locations spanning over 16 distinct countries, showcasing its substantial international presence. This strategy is highly effective in attracting a diverse spectrum of tourists and elevating the hotel's reputation. The hotel is characterised by a multitude of exceptional amenities, including a spa, several dining establishments, well-appointed accommodations, fully equipped kitchens, workout facilities, and convenient laundry services, all complemented by its advantageous geographical location. These attributes augment the duration of tourists' sojourns and distinguish the hotel from its rivals.
Weakness
A notable limitation of this hotel is to its exorbitant pricing. Despite the establishment's provision of exceptional amenities and top-notch service, its excessive pricing structure may restrict its clientele to those capable of affording a lavish accommodation experience. For those with financial constraints, this might prove to be too expensive. One further disadvantage of the hotel is its high vulnerability to fluctuations in the tourist sector. The susceptibility of the region to variations in tourist arrivals, economic circumstances, and unforeseen occurrences such as pandemics is attributed to its heavy dependence on tourism. In summary, a higher frequency of employee attrition within the organisation indicates difficulties in maintaining a stable and proficient labour force, potentially leading to varying levels of service quality and augmented expenses associated with recruitment and orientation of fresh personnel.
Opportunity
There exist several strategies that might be used to enhance the efficacy and attractiveness of the hotel. To start, the provision of tailored packages that cater to individual requirements and inclinations has the potential to attract a more diverse clientele. By consolidating its facilities and services, the hotel has the potential to enhance convenience and cost-effectiveness for its guests. Additionally, the hotel has the potential to improve its operational processes and increase efficiency via the integration of technology throughout its many divisions. This may include computerised check-in procedures, individualised customer care, or automated amenities inside the guest's accommodation. Finally, the establishment of a hotel in an unconventional site has the potential to attract a more affluent and distinctive clientele. An astute strategic choice for a corporation might include venturing into unexplored areas with the aim of expanding its client base and augmenting its market presence.
Threat
The competitive advantage of a hotel is contingent upon its ability to efficiently mitigate the many hazards it encounters. The intense competition within the hotel business is the first noteworthy obstacle. Other hotels may engage in competitive strategies to attract customers by providing comparable services and facilities, perhaps resulting in price competition and a loss in market share. Consequently, the hotel is compelled to devise novel techniques to establish a distinctive edge over its competitors. Furthermore, the proliferation of unscrupulous web enterprises and the prevalence of unfavourable reviews have the potential to detrimentally impact the reputation of the hotel. In the contemporary era of digitalization, effective management of a hotel's online reputation has paramount importance to deter clients from patronising competitors with superior ratings. Finally, it is possible that there might be adverse consequences resulting from worries over hotel safety. Tourist injuries, legal complications, and reputational harm may arise because of safety concerns and incidents. Maintaining a consistently high standard of safety and security is crucial in order to mitigate the impact of potential hazards and ensure the continued confidence and satisfaction of visitors.
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Figure 1: Perceptual mapping
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Figure 2: Bowman's Strategy
PESTLE analysis
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Figure 3: UK's GDP
Source: Statista, 2023a
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Figure 4: Inflation rate for the Consumer Price Index (CPI) in the United Kingdom from January 1989 to August 2023
Source: Statista, 2023b
Political
The multiplicity of policies in the UK allows businesses to adjust to a broad range of laws. Another benefit of political stability is that it fosters an environment that is conducive to business. Brexit, however, had a serious toll on the hotel industry, and this might lead to challenges with laws, employment, and commerce.
Economic
The UK's strong and stable GDP is a major factor in the growth of the hotel business there. The industry contributed significantly to the nation's economy in 2019 with £59.3 billion in economic output. Nonetheless, if the pandemic continues, the £117 billion in missed consumer spending might have a big impact on the business's bottom line.
Social
One way the pandemic has impacted society is via decreased consumer spending. The hotel industry may be impacted financially and operationally by this shift in customer behaviour. Moreover, a high turnover rate raises concerns for society since it may result in increased costs for hiring and training new employees.
Technological
Analysis of technological advancements, innovation, and digital trends impacting the hotel industry, like online booking systems, online money transactions, mobile apps and chatbots is required to enhance guest experiences and operational efficiency. 
Legal
Ensuring a pleasant and conflict-free workplace in the UK requires robust labour laws that safeguard workers' rights. Laws like the Health and Safety at Work Act of 1974 and the Gas Safety Regulations of 1998 protect the health and safety of both patrons and employees in the hospitality sector.
Environmental
Environmental sustainability is becoming more and more important to the hotel industry. Hotels are increasingly emphasising environmental responsibility and using renewable energy. This is consistent with the global movement for environmental conservation and might provide companies who serve eco-conscious clients an advantage.
Marketing Mix
Product
Grand Hyatt Hotels provide a wide range of opulent facilities and services. The establishment encompasses a range of upscale facilities, including accommodations such as rooms and suites, dining establishments, wellness centres, conference spaces, and attentive hospitality services.
Price
The pricing of Grand Hyatt reflects its positioning as a luxury brand. The elevated price associated with a lodging reservation is indicative of the superior level of service that customers might anticipate receiving. In order to broaden their consumer base, it is possible for businesses to provide a variety of bundled products or services as well as implement membership reward programmes.


Place
The Grand Hyatt Hotels are strategically positioned in highly sought-after positions inside the world's most popular cities and iconic monuments. The hotels often occupy strategically located central regions, making them very suitable for both business and leisure tourists.
Promotion
Advertising for the Grand Hyatt may be seen both online and in traditional media. The organisation uses social media platforms efficiently to increase brand recognition and broaden the scope of their audience in addition to more conventional promotional approaches like strategic alliances and attendance at conferences and trade events. In order to solidify its status as an industry leader, the corporation uses a mix of influencer marketing and public relations tactics.
The Grand Hyatt has the right to review prices periodically and make changes in response to market and economic conditions. Marketing strategies including seasonal discounts, limited-time specials, and dynamic pricing might help them attract new customers without diluting their premium image.
Ansoff matrix
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Figure 5: Ansoff Matrix
Gannt chart
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Figure 6: Gannt Chart




Presentation 
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hyatt.com Audience Demographics

Audience composition can reveal a site’s current market share across various
audiences. hyatt.com's audience is 46.71% male and 53.20% female. The largest

age group of visitors are 25 - 34 year olds.
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Top hyatt.com Audience Interests

Audience interests reveal key details on the browsing interests of hyatt.com's
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Communications Plan

Company Name Hyatt Hotels

Project Lead

one week from sun 01/01/2023

TASK Metrics START END

Advertising 

Tv How many views.  March August

Radio Promotional code NovemeberNovember

PPC Click rate NovemberNovember

Email Protional offers January March

Activity/Channel  Month Month

Personal selling

Direct message Promotional code November January

Door to door  Leaflets February March

Email Hotel tours May October

Sales promotion

Facebook package deals December January

Email loyality deal NovemberNovember

Tiktok Likes and views NovemberNovember

Instagram Likes and views November April

Twitter Likes and views November September

Public relations

Confereces Views NovemberNovember

Event PPC NovemberNovember

Articles Shares and likes NovemberNovember

Direct marketing

Text message offers 10% November February

Email discounts February April

Tue, 01/11/2022

November December January February

Project Start:



March April



November



July August



June May



September October



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 
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Competitors: Perceptual Map and Bowman’s Strategy
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