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[bookmark: _Toc128134949]Introduction
The ultimate purpose of the marketing plan is to provide a strategic framework for the grand Hyatt hotel to promote the brand in the competitive business environment. This particular plan has also the aim to target the potential customers and overall value proposition of the customers so that the long-term value of the organisation can be maintained with the effective efficient implementation of the marketing strategies. This marketing plan has been designed for the top management of The Grand Hyatt hotel and the use of several frameworks will be observed including the SOSTAC and PESTLE while developing the comprehensive strategy. 
[bookmark: _Toc128134950]Situation Analysis
[bookmark: _Toc128134951]Company
The company is one of the leading global hospitality companies operating in more than 75 countries around the whole world. 
[bookmark: _Toc128134952]SWOT Analysis
[bookmark: _Toc128134953]Strengths
One of the basic strengths of the company is the existence of strong brand recognition and high-quality amenities and services provided to the customers. The company also has a global presence in various countries and has been offering a diversified portfolio of hotels and resorts. 
[bookmark: _Toc128134954]Weaknesses
There are some basic weaknesses for the company which can create complexity in the long-run for the organisation. Higher prices may limit the accessibility for some customers. Over dependency on luxury market may leave them vulnerable during economic downturns. There is also potential for negative impact on the brand reputation because of the individual hotel or employee missteps. 
[bookmark: _Toc128134955]Opportunities
There are some basic opportunities for organisation which the top management of the hotel should focus. Expansion into the new markets is another specific opportunity that the organisation has been trying to achieve. 
[bookmark: _Toc128134956]Threats
Competition from the luxury hotel band is one of the basic steps for the organisation along with the economic down turns and market volatility.
[bookmark: _Toc128134957]Customers
Segmentation and Targeting:
Grand Hyatt targets affluent tourists who seek luxury accommodations and high-end amenities. The company tries to segment their customers based on various types of demographic factors such as income, age, and travel frequency etc. 
[bookmark: _Toc128134958]Competitors
Grand Hyatt's positioning on the perceptual map can be considered in the upper right quadrant, presenting the high price and high quality. Various types of competitors such as Four Seasons, Ritz-Carlton, and Mandarin Oriental would also occupy this space on the map.
Bowman's Strategy Clock:
Grand Hyatt employs a differentiation strategy, providing high-end amenities and customised service to set themselves apart from competitors. They may also use a diversified strategy, offering luxury amenities and customised service while keeping costs in check.
[bookmark: _Toc128134959]Collaborators
Grand Hyatt has different types of B2B relationships, partnerships, and franchises (Bowie et al., 2017). They also collaborate with airlines, car rental companies, and other types of travel-related businesses to offer package deals and promotions. They also have franchised properties in different locations around the world.
[bookmark: _Toc128134960]Climate
[bookmark: _Toc128134961]PESTLE Analysis
Political: Grand Hyatt needs to recognise in many countries with varying political systems and regulations.
Economic: Economic downturns or changes in consumer spending habits could adversely impact the luxury travel market (Jobber & Ellis-Chadwick, 2020).
Sociocultural: The social such as increased interest in profitability and wellness may influence customer demand for particular amenities and services.
Technological: Advancements in technology may impact customer preferences for communication channels (Palmer, 2000) .
Legal: Changes in the labor laws or regulations could substantially impact hotel operations and costs.
Environmental: Escalating concern for environmental sustainability may influence customer demand for the eco-friendly practices and amenities.

[bookmark: _Toc128134962]Objectives
The marketing plan once increase the occupancy rate of the grand Hyatt Hotel by 20% within the next half year by targeting the high and business organisations and leisure travellers though the provision of a comprehensive marketing campaign. 
Action: A Gantt chart will be developed to schedule marketing activities such as advertising campaigns, promotional offers, and targeted email marketing. The decisions behind the marketing channels schedule will be informed by market research, budget considerations, and the identified customer segments

[bookmark: _Toc128134963]Strategy
Grand Hyatt's value proposition is based on providing a luxury hotel experience with a focus on exceptional customer service, fine dining, and contemporary facilities. To communicate this value proposition, we will target affluent business and leisure travellers who seek a unique and memorable hotel experience. We will differentiate ourselves from our competitors through personalized services and tailored experiences
  
[bookmark: _Toc128134964]Tactics
[bookmark: _Toc128134965]Marketing mix
Product: The plan will focus on the promotion of the hotel's luxurious amenities, including the spa services, dining restaurants, and exceptional customer service (Kotler et al., 2020). The quality of the services and the associated products will have to be maintained with proper quality control and associated procedure. The ultimate focus of the organisation must be to improve the service with the help of continuous improvement and total quality management. 
Place: The plan will emphasize the utilisation of various distribution channels such as online travel agencies, direct booking, and partnerships with airlines and travel agencies for the purpose of reaching potential customers. The convenience of the customers in reaching to the services should be completely prioritised by the organisation for operating activities on the global basis (Smith & Zook , 2020). 
Price: The company will offer a wide variety of price points, including promotional packages, to attract a wide range of customers. The pricing structure will be competitive and at the same time premium. 
Promotion: The professional strategy of the company will help to develop an integrated marketing plan which will include different sorts of techniques. 








[bookmark: _Toc128134966]Action
Following is a Gantt chart for the plan and associated practices. This chart can help to achieve the specific marketing plan objectives. 
	Task/Activity
	Start Date
	End Date
	Duration

	Conducting a SWOT analysis
	03/01/2023
	05/01/2023
	3 days

	Customer Segmentation and targeting 
	06/01/2023
	08/01/2023
	3 days

	Perceptual Positioning Map development 
	09/01/2023
	10/01/2023
	2 days

	Bowman's Strategy Clock management 
	11/01/2023
	12/01/2023
	2 days

	PESTLE Analysis
	13/01/2023
	15/01/2023
	3 days

	Setting Marketing Objectives
	16/01/2023
	18/01/2023
	3 days

	Development of Marketing Strategy
	19/01/2023
	22/01/2023
	4 days

	Development of Marketing Tactics
	23/01/2023
	28/01/2023
	6 days

	Allocation of Budget
	29/01/2023
	30/01/2023
	2 days

	Development of Marketing Materials
	31/01/2023
	05/02/2023
	6 days

	Launching Marketing Campaign
	06/02/2023
	20/02/2023
	15 days

	Evaluation of Results
	21/02/2023
	22/02/2023
	2 days





[bookmark: _Toc128134967]Control
It is necessary to measure the success of the marketing plan after it is being implemented. Several specific steps will be used to measure the performance of the marketing plan implementation. The company will measure the success of the marketing campaign through increased occupancy rates, positive customer feedback, and increased revenue. Regular reporting will also be necessary to measure the performance of the campaign. Monthly reporting will be conducted to assess the effectiveness of the marketing campaign, and adjustments will be made as necessary. The social media marketing plan and associated success of the plan can be measured using a specific marketing plan insights and analytics. 
[bookmark: _Toc128134968]Conclusion
So to sum up, it is necessary to maintain the implementation and the control of the marketing plan in the most effective and efficient manner. It is also necessary for the organisation to be dynamic in the implementation of the policy and strategies as well. To achieve our marketing objectives, the Grand Hyatt will have to focus on providing a higher standard luxury hotel experience, personalized services, and tailored experiences to meet customer needs. With the help of targeted marketing campaigns and strategic partnerships, we aim to increase our occupancy rate and revenue. Continuous evaluation and adjustments will be required to ensure the continued success of the set marketing plan.
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Objectives and Strategy

« The value proposition of the organisation is to provide top quality services at premium
price.
« Targeting the affluent business and leisure travellers who seek a unique and memorable
hotel experience (Jobber & Ellis-Chadwick, 2020)
« Differentiating from the competitors through personalized services and tailored

experiences
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Tactics - Marketing Mix

» The product, price, place and promotion are the four specific tactics that the
organisation will primarily focus while trying to develop a strong value proposition (Kotler
et al., 2020).

« The pricing strategy of organisation will be the premium price in a strategy so that the
business level customers and leisure travellers can get the most advantage from the
product offerings.

+ Online booking (Smith & Zook , 2020)

« Digital marketing techniques (Palmer, 2000)
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Tactics - Marketing Channels Schedule

TaskAciviey SariDate  EndDate  Duration
Task/Activity Start Date
Conducting a SWOT anatysis 03012023 05012023 3 days
Development of Marketing Tactics 23012023 28012023 Gdays
Customer Segmentation and argeting 06012023 08012023 3 days
Allocation of Budget 20012023 300012023 2days
Perceptual Posiioning Map development 09012023 10012023 2days
Bowmans Stateg Clock management 101203 1200203 26y Development of Marketing Materials 310012023 050022023
PESTLE Amalysis 1301203 1501203 3days
Launching Marketing Campaign
eting Marketing Ojectives 1601203 1801203 3days
Evaluation of Results
Development of arkeing Strategy 1901203 200208 4days
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Control and Conclusion

« Continuous evaluation

« Controlling
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Introduction and Situation Analysis

« Providing a marketing plan
« SOSTAC, 4P (Bowie et al., 2017)
+ PESTLE analysis

s 5 Cs (Company, Customers, Competitors, Collaborators, and Climate)





