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Introduction 
The main implication of the assignment is to identify the marketing issues of Hyatt. As the hotel is changing its foundation to Hyatt Mission Bay Spa and Marina under Hyatt Corporation, it is facing severe issues in the developing and emerging markets of India to reach its customers.  The assignment will help identify the situational analysis with the help of the 5C framework and PESTLE framework.  The assignment is prepared for academicians and hoteliers looking into identifying the issues of marketing strategies in one of the largest hotel chains. The objectives of the marketing will be developed with SMART procedures. The implications of the marketing mix will be evaluated with the strategy of the new value proposition. The action plan will be developed with Gantt Chart and Justification will be provided. The control metrics through KPIs will be established in the research study with a justified conclusion. 

Situation Analysis through 5C analysis 
Company: Hyatt can scale up their production as it has robust and flexible supply chain management that can mitigate the operations management to understand customer development through successful marketing efforts (Stevens et al., 2023). The culture of Hyatt Hotel is formed as a strong culture with the help of process and product innovations research and development spending of the company. With the implications of marketing strategies, process optimization, building of its network, and promotional and distribution strategy, the hotel has strong brand equity with the existing card stomach as well as the potential to look into the brand equity to look into new segments of Indian customers. The weakness is that marketing managers lack the skills to understand the vast customers of Indian markets as it is very dynamic (Madaminov, 2023). 
Customers: The customer factors of pricing strategy are to be developed with niche marketing. The target market is to be differentiated from the general population. The proposition of brand awareness is to be systematically developed among the customers with proper service innovations (Bedi and Sharna, 2023).

Competitors: The important competitors in the markets of India are Taj Hotels, Novotel, and other important 3-star and 5-star hotels in India. 
Collaborators: the important collaborators are the government of India, local authorities, and regional branch authorities. The supply chain management is significantly higher as the implications of localization and risk management are coherently managed by all the stakeholders (Patrick, 2023). 
Climate: The political conditions of India are stable with the prime ministerial approach of Modi. India's economic growth in recent years is more than that of the UK, around 8.7%. The niche marketing factors are to be developed with the implications of socio-economic factors. Technological alteration through customer management and financial management are seen in the hotel chains (Hyatt and Roberts, 2023). The hotel chain coherently follows the Intellectual property rights and consumer laws that are integral parts of the Indian Constitution. The implications of environmental factors as per ISO standards of Indian Penal courts are followed. 
Marketing mix: The product or service Strategies of the mix approach will be followed. The exclusive premium strategies will be followed with niche marketing. The implications of online promotion and direct distribution strategies will be followed. The place will be mainly based on metropolitan cities (Berthot, 2023).

Objectives

	Objectives 
	Specific 
	Measurable 
	Achievable 
	Reliable 
	Time-bound 

	Objective 1: To help in the engagement of the customers of Indian demographics for spa and marina services by 20% within 6 months 
	This is specific as it includes the demographics percentage and timeframe 
	This is measurable as the time frame is mentioned 
	This is achievable by the introduction of good marketing campaign strategies 
	This is reliable as the existing customer base is higher 
	This will take around 6 months of time 

	Objective 2: To devise good marketing strategies to make the service visible by 100% within 2 months 
	This is specific as it will be delivered in a particular space of time. 
	This is measurable as the time frame is mentioned 
	This is achievable by the introduction of good marketing campaign strategies 
	This is reliable as the existing customer base is higher 
	2 months 

	Objective 3: To help in devising of new value proposition for the business 
	This is specific as it will be delivered in a particular space of time. 

	This is measurable as the time frame is mentioned 
	This is achievable by the introduction of good marketing campaign strategies 
	This is reliable as the existing customer base is higher 
	2 months 


Table 1: SMART objectives 
(Source: Self-created) 
Strategy 


Figure 1: Ansoff Matrix
(Source: Tran, 2023)
Market penetration: The market penetration strategy will be done with an increment of production capacity by controlled overhead cost and increased attractiveness with competitive pricing. There will be increased marketing investment and enhanced distribution systems. Competitive pricing will be taken into consideration to enhance higher consumer engagement and a reduction of operational cost will be provided. There will be acquisition of competitors and partnerships and joint ventures to get increased marketing penetration. The new service benefits will be provided with loyalty programs (Khan, 2023) 
Product/service development:  the spa services will be provided with proper process management and specialized trained professionals will be involved (Kim,2023). 
Market development: The market development will be done with efficient and effective research and development strategies by understanding the marketing cultures and trends of customer behavior. The regional expansion will be done with service education and implications of new customer segments will be coherently identified with brand awareness. Customer education will be provided (Kim, 2024). 
Diversification: A vertical diversification process will be applied as the service already exists.  

Tactics  through the RACE matrix 


Figure 2: RACE Matrix for customer engagement 
(Source: Created with the help of Mindtools) 

The strategy of research and development will be integrated. The marketing team with the help of business analysts will help in understanding customer behavior and customer trends in the markets. The recent communication strategy of the hotel is through social media postings and word of mouth (Ngan et al., 2023). The hotel chains need to introduce affiliate marketing strategies where the influencer will rate the services provided by the spa. This will help in the attraction of customers rather than just loyal or existing customers. The situational analysis shows that the internal management of the company has to be skillful so that they will be able to look after the strategic marketing decisions with a multi-criteria decision-making process. There is a requirement for software with CRM technology so that customer psychometric analysis with scenario mapping can be developed within the implications of the technological grading of the hotel chains. It is important to look into the product concept with the help of a strategic framework of customer analysis and econometric model. It is important to define the product concept with user testing and customer journey. This will help in the development of value propositions for the customers by including their psychological crux. The implications of technological recommendations are to be included with proper organizational vision strategies (Hyatt and Miller, 2023). The overview of the measurement framework about the risk assessment of marketing strategies is to be included within the marketing communication through affiliate marketing strategies. The implications of eWOM will be introduced which will help in explaining the attractiveness of the spa facilities (Baneva et al., 2023).

There is a requirement of product backlog and service backlog to explain the innovation that is stratized by the capacity of the company. It is important to deliver the road map so that the customers will be able to understand the management systems that are given through product/ service management. The design Framework is to be established with various marketing strategies so that the marketing communication is visible and vocal to the requirements of psychological and motivational needs of the customers. The demographic variables are to be considered as they will help in the development of strategic implications and management that are coherent for marketing communications through affiliate strategies. 
Action 
The total course of action will be developed with the help of 8 months. This will be developed with the help of the Gantt Chart. 

	Milestones to be achieved 
	Time framework 

	Identification of the goals 
	1 month 
	2nd month 
	3rd month 
	4th month 
	5th month 
	6th month 
	7th month 
	8th month 

	Brainstorming sessions with the marketing team 
	
	
	
	
	
	
	
	

	Budgeting and analysis of resources planning 
	
	
	
	
	
	
	
	

	Distribution of the roles 
	
	
	
	
	
	
	
	

	Drafting of the marketing plan 
	
	
	
	
	
	
	
	

	Implications and submission of deliberates 
	
	
	
	
	
	
	
	

	Review and revision 
	
	
	
	
	
	
	
	

	Final plan preparation 
	
	
	
	
	
	
	
	


Table 2: Gantt Chart 
(Source: Self-developed) 

Control 
The measurement of success will be done with the evaluation of the number of customers that will be visiting the affiliate marketing programs. The total number of customers and the views will be illustrated as the success criteria for the development of marketing strategies (Lebedieva et al, 2023). The number of lead generation will be explained with the implications of systematic understanding. The customer responses and feedback will be collected to review the success of the marketing planning process. 


Conclusion
From the above analysis, it can be determined that luxury hotel chains such as Hyatt have not made use of modern affiliate marketing. Therefore, it will be technically difficult for the hotel to include this marketing communication. The eWOM is time-consuming as lead generation and tactical potential customers will be significantly less than the total expenditure that will be done initially. 
The following are the recommendations: 
· The hotel chain needs to design its marketing intelligence plan 
· It is important to review the customer value proposition planning with the definite period 
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Appendix 



Figure 1: Ansoff Matrix
(Source: Tran, 2023)



Figure 2: RACE Matrix for customer engagement 
(Source: Created with the help of Mindtools) 
 


Marketing Plan 
The marketing plan is to identify the target market of Hyatt for the spa and marina services. As the hotel is changing its foundation to Hyatt Mission Bay Spa and Marina under Hyatt Corporation, it is facing severe issues in the developing and emerging markets of India to reach its customers. The communication of the customers will be done through eWOM and affiliate marketing strategies. 
Marketing mix: The product or service Strategies of the mix approach will be followed. The exclusive premium strategies will be followed with niche marketing. The implications of online promotion and direct distribution strategies will be followed. The place will be mainly based on metropolitan cities (Berthot, 2023).

The marketing team with the help of business analysts will help in understanding customer behavior and customer trends in the markets. The recent communication strategy of the hotel is through social media postings and word of mouth (Ngan et al., 2023). The hotel chains need to introduce affiliate marketing strategies where the influencer will rate the services provided by the spa. This will help in the attraction of customers rather than just loyal or existing customers. 
The situational analysis shows that the internal management of the company has to be skillful so that they will be able to look after the strategic marketing decisions with a multi-criteria decision-making process. There is a requirement for software with CRM technology so that customer psychometric analysis with scenario mapping can be developed within the implications of the technological grading of the hotel chains. It is important to look into the product concept with the help of a strategic framework of customer analysis and econometric model. It is important to define the product concept with user testing and customer journey.
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