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Introduction
Several factors, including the recent COVID-19 epidemic, rising living costs, advances in hospitality technology, and threats to safety, have created unprecedented difficulties for the hospitality business. So, Grand Hyatt hotels must adjust their marketing strategies to compete and provide better services. (WeBee, 2019) Grand Hyatt might analyse visitor characteristics like age, gender, and preferred activities to design unique programmes for each segment of its clientele. Catering to business, first-class, family, and Gen Y vacationers are already part of the marketing strategy. The marketing strategy considers the bowsman, the 5Cs, and the micro and macro environments. The Gantt chart will guide the marketing strategy.

Situational Analysis 5 'C's

Company: SWOT analysis(Micro Analysis)
	Strengths 
· World-class restaurant, fitness, and wellness facilities.
· Hotels worldwide (Zigu, 2018).
· Solid alliances with airlines, travel agencies, and local businesses.
· Emphasis on sustainability (Hayder Arif and Zaker Hossin, 2016).
	Weaknesses
· Expensive pricing
· Dependence on tourism
· Less technology use (Hayder Arif and Zaker Hossin, 2016)
· Outdated advertising methods.


	Opportunity
· Effective use of technology
· Entrance to new markets
· Unique amenities and experiences
· Health and wellness packages (Zigu, 2018) 

	Threats
· Competition from other luxury hotels 
· Customers prefer eco-friendly hotels
· Pandemics and other worldwide emergencies (Hayder Arif and Zaker Hossin, 2016)
· New visa requirements 




Customers: Segmentation and Targeting/ Customer profile
Hotels, resorts, and properties controlled by the brand are categorised by service packages, atmosphere, complimentary amenities (such as a spa or gym), cleanliness, cost, service quality (including the front desk and housekeeping), and location. Grand Hyatt can attract business travellers with Wi-Fi and meeting and event facilities (Bhasin, 2018). Childcare, kid-friendly, and family-oriented activities are needed to reach the family market. High-end travellers are attracted by butler service, private check-in, and gourmet meals (George, 2021).

Competitors: Perceptual positioning map, Bowman's strategy clock
Differentiation Bowman's Strategy Clock positions suitable for Grand Hyatt Hotels is 
Hybrid
Luxury accommodations, gourmet cuisine, and cutting-edge facilities are just a few of the features that set Grand Hyatt Hotels apart from the competition of Hilton Hotel, JoandJoe, Sheraton, Premier Inn, Six Senses, Best Western, Crown Plaza and Travelodge. Whilst they can charge a higher rate due to the exclusivity of their product, they work hard to keep their costs below those of other high-end hotels (Mindtools, 2022)

Collaborators: Demonstrating an awareness of Grand Hyatt hotel’s B2B Relationships, Partnerships, Franchises 
Grand Hyatt hotels use reliable vendors for its restaurant, beverages, cleaning supplies, and other amenities. The hotel works with event planners, tour operators, and travel brokers to increase group reservations and events (Grand Hyatt, 2023). The World of Hyatt loyalty programme partners with American Airlines AAdvantage, MGM Resorts International, and Lindblad Expeditions (Genter, 2021). Hyatt has moved from hotel ownership to hotel management or franchising. So, Hyatt's success increasingly depends on its ability to supply cutting-edge technology to its local franchisees and hotel developers, a distinct customer loyalty programme, widespread name recognition, and bargaining leverage with booking partners and food and beverage suppliers (Franchise Help, 2022).

Climate: PESTLE (Macro analysis) 
	Political 
	Economical
	Social 
	Technological
	Legal
	Environmental

	Political stability and lodging's economic value.

War risk

Corruption

Government bureaucracy in the hospitality industry (Fernfort University, 2019).







	Country-specific economic systems.

Government intervention in free markets and services

Host currency exchange rates and stability






	Population and skills

Social class, hierarchy, and power (Swotandpestle, 2018)

Industry education level and standard (Fernfort University, 2019)


	Competitors' technological advances

Technology affects product offering (Hayder Arif and Zaker Hossin, 2016)

Lodging cost structure impact. 



	Antitrust law in lodging and nationwide (Hayder Arif and Zaker Hossin, 2016).

Discrimination law(Fernfort University, 2019).



	Climate changes

Hotel pollution regulations

Services waste management (Swotandpestle, 2018)

Eco-friendly product attitudes





Objectives using SMART target
The marketing plan is to leverage technology in the subsequent 18 months, effectively implementing a virtual trail of rooms and virtual concierge services, bringing more advanced cleaning facilities and different segment guests' personalised suggestions to make. Grand Hyatt hotels are a leader in using technology to improve the guest experience and boost customer loyalty and revenue by 20% and 12%, respectively. This will be accomplished to make Grand Hyatt hotels a pioneer in using technology to improve the guest experience. The targets established are SMART, which stands for specific, measurable, attainable, relevant, and time-bound (SMART).

Strategy 
Grand Hyatt hotels have a large IT market. As technology advances, customers want distinctive, hassle-free interactions. By delivering more cutting-edge cleaning facilities, they targeted recommendations to specific sorts of visitors and cutting-edge technologies like "virtual check-in" and "keyless room access" to improve the guest experience. Customers must be convinced of the value of a technology-enhanced guest experience through targeted marketing. Targeted marketing includes email, digital, social media, and other methods. Grand Hyatt's loyalty programme gives incentives and discounts to guests that utilise their technologies. Invest in technical infrastructure and train staff to provide the best service to satisfy the value promise. Grand Hyatt hotels can work with tech companies to make their products compatible with modern hardware and software. Identifying your target market helps you tailor your technology solutions to different customers. Business travellers may choose smartphone check-in and keyless hotel access, while leisure customers prefer virtual concierge advice.


Tactics using marketing mix 4P’s

Product: In-room check-in via mobile device, keyless room entry, virtual concierge services, and individualised suggestions are just some of the cutting-edge technologies available at Grand Hyatt hotels (Sahid and Hurdawaty, 2019).
Place (Distribution): Customers can book Grand Hyatt rooms through the hotel's website, OTAs, and traditional travel agencies. Grand Hyatt hotels can offer discounts and package deals to customers. They also work with airlines and other travel-related companies (UKessays, 2009). The hotel's distribution strategy is meant to make booking easier by contacting potential guests through many channels, like social media and online ads (Sahid and Hurdawaty, 2019).
Price: Grand Hyatt hotels use a dynamic pricing strategy that changes room rates based on how many people want to stay and how many available rooms (UKessays, 2009). The hotel may offer a range of room rates to meet the needs of business travellers, tourists, and high-end guests. The hotel may also change prices to account for changes in supply and demand (Sahid and Hurdawaty, 2019). The hotel's pricing plan should show what it offers and how it compares to other hotels in the industry (Business marketing strategy, 2023).
Promotion: Grand Hyatt hotels can develop a comprehensive advertising campaign by following the four-step process known as the RACE model (Business marketing strategy, 2023). The hotel can get its name in front of potential guests through social media, email marketing, influencer marketing, and targeted advertising (Sahid and Hurdawaty, 2019). Hotels can attract guests looking for lodging in the area by utilising content marketing and search engine optimisation (SEO). The hotel's technological features, such as its superior use of technology and its distinct selling point, should be featured prominently in the marketing strategy. A statement affirming the hotel's dedication to providing memorable customer stays also recommended (UKessays, 2009).
Action 
	Gantt Chart
	
	
	
	
	
	
	

	Marketing Channel Schedule
	Description of marketing channels
	1 Week
	3 week
	5 Week
	7 Week
	9 Week
	11 week

	Email
	Grand Hyatt loyalty club members
received an email promoting hotel tech use (Endres, 2013).
	
	
	
	
	
	

	Facebook Posts and Instagram posts
	Grand Hyatt's social media posts
show how modern amenities enhance
guests' stays, which is mainly used for
the couples and teenagers (Opresnik, 2018).
	
	
	
	
	
	

	Posts on LinkedIn
	LinkedIn ads promoting hotel
technologies for business travellers.
	
	
	
	
	
	

	Google Ads
	Google ads highlighting the Grand
Hyatt's technological amenities for nearby hotel searchers (Opresnik, 2018).
	
	
	
	
	
	

	Press release
	Grand Hyatt's revolutionary hotel
technology press release (Endres, 2013).
	
	
	
	
	
	

	Collaboration with bloggers/Influencers
	Work with travel bloggers/influencers
to showcase Grand Hyatt hotel technology.
	
	
	
	
	
	

	Youtube videos
	Grand Hyatt hotel virtual concierge
services YouTube videos (Opresnik, 2018)
	
	
	
	
	
	

	Conducting survey
	Create social media and blog material
by surveying Grand Hyatt guests about their technology experiences.
	
	
	
	
	
	



Control
Grand Hyatt can evaluate the success of its strategy to attract customers through technology using several key performance indicators (KPIs).
· The technology initiatives have led to an increase in income or profits compared to the beginning of the effective implementation of technological factors (Chawlani, 2022).
· An improvement in client feedback as a result of technological initiatives, such as the availability of mobile room service ordering or online check-in.
· Review and social media posts that sing the brand's praises for implementing new market plans (Endres, 2013). 

Conclusion
To attract customers, the Grand Hyatt uses cutting-edge technology. This creates a few issues. Technology is accessible and valuable for users. In addition to alerting clients about the benefits of technical efforts, they assuage any concerns regarding personal information collection. Grand Hyatt should analyse customer comments and do extensive market research to address these challenges. High-security standards and data openness also reassure customers. Grand Hyatt should use social media, email marketing, and targeted advertising to reach its target demographic. Advertise how these technological innovations will benefit people's stay, for as through streamlining processes or customising encounters. Utilising technology to attract customers requires a customer-centric strategy, continual analysis and change, a strong focus on communication and openness, and a dedication to transparency.
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