




BMIH4005 
Module: Marketing Essentials



Marketing Plan is written for
(Grand Hyatt)









Student Name: Adriana Mitran
Student ID: 1920087

Table of Contents
Introduction	3
Situational Analysis	3
SWOT Analysis	3
Customers: Segmentation and Targeting	4
Competitors:	4
Collaborators: B2B Relationships, Partnerships, Franchises	5
Climate: PESTLE Analysis	5
Objectives	5
Strategies	6
Tactics: Marketing Mix	6
Action Plan	7
Control	8
Conclusion	10
References	11
Appendix	13





[bookmark: _Toc136941976][bookmark: _Toc136941994][bookmark: _Toc137054255]Introduction
The goal of our Grand Hyatt marketing strategy is to increase brand recognition and spur the hotel's revenue growth. The management team and other stakeholders in the hotel are the intended audience for this strategy. SOSTAC, which stands for Situation Analysis, Objectives, plan, Tactics, Actions, and Control, will serve as the basis for our plan. This will offer a methodical way to comprehend the state of the market, establish specific goals, create winning strategies, put them into practice, take the required activities, and track the results. The 4 Ps (Product, Price, Place, and Promotion) will also be included as part of our entire marketing strategy for our hotel's services.















[bookmark: _Toc136941977][bookmark: _Toc136941995][bookmark: _Toc137054256]Situational Analysis
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	Strengths
	Weaknesses

	· Grand Hyatt has a well-established brand reputation.

· Exceptional support and opulent extras

· A big international presence and a vast hotel network (Mayer, 2016).

· competent and experienced personnel


	· limited availability in some areas

· relative price premium compared to rivals.

· reliance on changes in the travel and tourism sector

· limited options for client loyalty programmes


	Opportunities
	Threats

	· Extending into developing areas while the tourist industry is booming (Shadieva, Baratovna and Muminovich, 2022).

· partnering with local companies to provide distinctive visitor experiences.

· using digital media to increase bookings and customer engagement.

· establishing green policies to serve ecologically aware tourists.

	· fierce rivalry with other premium hotel chains

· Economic turbulence affecting the travel and tourism sector.

· Instability on the political and social fronts in some places

· Adapting customer expectations and preferences
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· Demographic, psychographic, and behavioural segmentation
· Targeting affluent vacationers, affluent businesspeople, and event planners
· Concentrate your efforts on luring wealthy people, business clientele, and group reservations (Chernev, 2020).
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· The threat from new competitors is moderate to high as more luxury hotel brands enter the market.
· Given the abundance of suppliers in the sector, suppliers' bargaining leverage is moderate.
· Customers have a moderate to high degree of bargaining power since they have a variety of hotels to select from.
· Moderate threat from replacements due to the availability of other lodging choices including holiday rentals and home-sharing websites.
· High level of fierce rivalry between established luxury hotel brands for market dominance (Kwieciński, 2017).
[bookmark: _Toc136941981][bookmark: _Toc136941999][bookmark: _Toc137054260]Collaborators: B2B Relationships, Partnerships, Franchises
The business-to-business connections, alliances, and franchises help Grand Hyatt run its operations, including event management firms, travel agencies, airlines, and neighbourhood businesses (Formentini and Romano, 2016).
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	Political Factors
	The travel and tourism sector are impacted by political stability, laws, and policies (Shadieva, Baratovna and Muminovich, 2022).

	Economic Factors
	Consumer spending is influenced by the state of the economy, changes in the value of the dollar, and disposable income levels.


	Social Factors
	Socio-cultural influences on consumer behaviour include shifting travel choices, cultural norms, and societal trends.


	Technological Factors
	Innovations in technology have an influence on hotel operations, client satisfaction, and Internet reservations (Solakis et al, 2022).


	Environmental Factors
	The sector is being impacted by worries about sustainability, eco-friendly practices, and climate change.





	Legal Factors
	Labour laws, environmental restrictions, and foundations for the law relating to hospitality.
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In the upcoming fiscal year, we aim to raise the hotel's occupancy rate by 10% as part of the Grand Hyatt marketing strategy. This objective is specific since it sets the goal of raising the occupancy rate with great clarity. It is Measurable because we can monitor and calculate the percentage growth. Given our market position and prospective growth prospects, it is attainable (Purcarea, 2019). It is pertinent because a greater occupancy rate has an immediate effect on earnings and profitability. Finally, it is Time-bound since we have established a deadline for completing this task within the upcoming fiscal year. By concentrating on this SMART goal, we want to promote company expansion and increase hotel utilisation (NIKOLSKAYA et al, 2018).
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The core of Grand Hyatt's value offering is to exceed customers' expectations with unparalleled luxury experiences. The company distinguishes itself by providing individualised service, luxurious rooms, and top-notch facilities that are catered to the requirements and tastes of each consumer group. We will make use of a variety of marketing platforms, including social media, targeted advertising, and strategic alliances with tour operators and business networks, to express this value offer. With the help of stringent personnel training programmes, quality assurance procedures, and ongoing service innovation, we will make sure that our value promise is delivered (Varaprasad, 2016). By connecting the value proposition to consumer groups, we can specifically customise marketing messages, promotional initiatives, and service offerings to satisfy each segment's unique needs and preferences (Richard, 2017). This strategy improves targeting precision and effectively positions Grand Hyatt as the top option for upscale travellers. To keep a competitive edge in the market for upscale accommodations, Bowman's Strategy Clock will help in recognise and choosing the best strategic alternatives (De Pelsmacker, Van Tilburg and Holthof, 2018).
[bookmark: _Toc136941985][bookmark: _Toc136942003][bookmark: _Toc137054264]Tactics: Marketing Mix
Product: Grand Hyatt provides a variety of opulent lodging options, such as large rooms, suites, and unique villas, all of which are created to give the ultimate comfort and refinement. In addition, the hotel offers top-notch amenities including exquisite event rooms, fine dining restaurants, and cutting-edge fitness centres (Ferrell, Hartline and Hochstein, 2021).
Place (Distribution): We'll use a multi-channel strategy to make sure clients can find Grand Hyatt with ease. This covers both partnerships with online travel companies and direct reservations made through the hotel's website and mobile application. To increase reservations, we'll also make use of our B2B connections with travel agents and business networks (Salman et al, 2017).
Price: Based on market analysis and customer value, we will set our pricing. To appeal to various visitor categories, we will provide a range of price points, from normal rates for leisure travellers to corporate packages and special offers for businesspeople (Braciníková and Matušínská, 2017). Through several platforms, such as our website, online marketing, and focused email campaigns, this pricing flexibility will be promoted and shared (Hollenbeck, Moorthy and Proserpio, 2019).
Promotion: We will use the RACE (Reach, Act, Convert, Engage) methodology and a thorough Communications Mix to successfully market Grand Hyatt.
Reach: To reach a large audience of potential clients, we will run digital marketing campaigns that include search engine marketing, display advertising, and social media advertising. Targeted print ads will be added to this in travel journals and magazines.
To encourage visitors to act, such as booking reservations or signing up for special offers, we will optimise the hotel's website and landing pages. Limited time offers and online booking bonuses will encourage conversion even more.
Convert: Through well-crafted email marketing campaigns, we will cultivate leads, offer specialised offers, and foster a feeling of urgency to turn prospective clients into reservations. To reach visitors who have expressed interest but have not yet booked a reservation, remarketing techniques will also be used.
Engage: By using social media channels, publishing eye-catching visual material, and promoting user-generated content through competitions and promotions, we will put our attention on improving client engagement. Customers will become more engaged and loyal because of personalised guest experiences, loyalty programmes, and quick customer service.
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	Task
	Start Date
	End Date
	Duration (Days)
	Responsible Person

	Survey for Market Research
	01/07/2023
	15/07/2023
	15
	Marketing Team

	Create Customer Segmentation
	16/07/2023
	20/07/2023
	5
	Marketing Team

	Establish Targeting Strategy
	21/07/2023
	25/07/2023
	5
	Marketing Team

	Improving Value Proposition
	26/07/2023
	30/07/2023
	5
	Marketing Team

	Establish Promotional Strategies
	01/08/2023
	10/08/2023
	10
	Marketing Team

	Accurately Implementation of Promotional Campaigns
	15/08/2023
	15/10/2023
	60
	Marketing Team



The list of marketing channels was created after a comprehensive examination of the target client categories and their preferred means of contact. After extensive investigation, we discovered that our clientele is active users of social networking sites, rely on travel booking sites, and like personalised email marketing. As a result, we've given it a top priority in our timetable to use these channels efficiently. We will track measures like engagement, reach, and conversions in order to assess how well each channel is doing. We will be able to make wise judgements, improve our marketing tactics, and achieve our targeted results with the help of this invaluable data.
[bookmark: _Toc136941987][bookmark: _Toc136942005][bookmark: _Toc137054266]Control
We will use a variety of key performance indicators (KPIs) that are in line with our objectives to assess the effectiveness of our marketing initiatives for Grand Hyatt. These include indicators for measuring customer growth, brand perception and awareness, customer satisfaction ratings, new customer acquisition, and profitability. By keeping an eye on these indicators, we can evaluate the success of our marketing initiatives, pinpoint areas for development, and make sure that our target market is responding favourably to our USP, distinctive features, and advantages. In the end, the goals of our control methods will be to boost Grand Hyatt's earnings while increasing brand reputation and client engagement.


[bookmark: _Toc136941988][bookmark: _Toc136942006][bookmark: _Toc137054267]Conclusion
We expect to face difficulties as we create the Grand Hyatt marketing strategy, including fierce competition, shaky economic conditions, and changing consumer tastes. We advise ongoing market research to solve these issues, as well as continuing to monitor trends and client needs. It is essential to improve the hotel's value offer through individualised experiences, environmentally responsible programmes, and creative technology integration. Effective resource allocation will be made possible by using data-driven decision-making and optimising marketing initiatives. Reach is increased through establishing partnerships with tour operators, event organisers, and neighbourhood businesses. Success is ensured by tracking key performance metrics and modifying marketing initiatives. Grand Hyatt can boost brand growth, draw in new clients, and keep a competitive advantage in the market for upscale accommodations by putting these methods into practice.
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Slide 2
Content of slide
We'll give a succinct overview of our marketing strategy for the Grand Hyatt in this presentation. Our main goals are to improve customer loyalty, raise brand awareness and spur revenue development via a variety of focused marketing techniques.


Slide 3
Speaker notes
Market Overview
The luxury hotel sector is fiercely competitive with several different chains competing for market share. Luxury lodging is becoming more and more in demand particularly from business and vacation travelers.
Customer Reputation
Building a devoted consumer base is essential for long-term success. The hotel has a strong base of devoted patrons who value the Grand Hyatt experience.
Study of competitors
We shall carefully examine the tactics and products used by our principal rivals. Our ability to position Grand Hyatt differently in the market and capitalize on our differentiators will depend on our ability to comprehend their advantages and disadvantages. 


Slide 4



Slide 5
Speaker notes
To offer personalized luxury experiences at Hotel Grand Hyatt, we focus on providing excellent service and paying close attention to every last detail. In order to successfully communicate our value proposition and interact with our target audience, we use social media and customized advertising. Our reach and value are increased through strategic partnerships with like-minded businesses and influencers. We place a strong emphasis on quality control and continual service innovation while upholding strict standards all throughout the visitor experience. We consistently surpass the changing expectations of our guests thanks to ongoing personnel training and innovative culture. By providing extraordinary experiences that are customized to each guest's interests, we want to make a lasting impact. 



Slide 6
Speaker notes
Product: Grand Hyatt provides a variety of opulent lodging options, including tastefully decorated rooms, suites, and first-rate services.
Price: The Grand Hyatt's price policy reflects its image as a premium hotel, providing value for the outstanding service and upscale experiences made available to guests.
Location: Grand Hyatt carefully chooses prominent sites in major cities across the world, giving guests easy access to tourist attractions, commercial areas, and historic sites.
Promotion: Grand Hyatt skillfully advertises its customized luxury experiences to the proper demographic through targeted advertising, social media interaction, and strategic partnerships. 
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Slide 8
Content of slide
We'll talk about the value of control in our marketing approach on this slide. We use key performance indicators, or KPIs, to assess the success of our projects. We can keep an eye on customer growth, brand perception, customer happiness, gaining new customers, and profitability thanks to these indications. We can get a thorough idea of how well our marketing strategies are working by monitoring these indicators. To make sure ‘we accomplish the results we want it is also crucial to continuously monitor and assess our efforts. With the help of this data-driven strategy, we can spend resources wisely, develop strategic alliances, and ultimately determine the effectiveness of our marketing activities. 










1

image2.emf
We'll give a succinct overview of our marketing strategy for the Grand

Hyatt in this presentation. Our main goals are to improve customer

loyalty, raise brand awareness and spur revenue development via a

variety of focused marketing techniques.


Microsoft_PowerPoint_Slide1.sldx
Introduction 

We'll give a succinct overview of our marketing strategy for the Grand Hyatt in this presentation. Our main goals are to improve customer loyalty, raise brand awareness and spur revenue development via a variety of focused marketing techniques.
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Market Overview: The luxury hotel sector is fiercely competitive, with several different chains competing for market share. Luxury lodging is becoming more and more in demand, particularly from business and vacation travellers.



Customer Reputation: Building a devoted consumer base is essential for long-term success. The hotel has a strong base of devoted patrons who value the Grand Hyatt experience.



study of competitors: We shall carefully examine the tactics and products used by our principal rivals. Our ability to position Grand Hyatt differently in the market and capitalise on our differentiators will depend on our ability to comprehend their advantages and disadvantages.
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Objective SMART Target

Increase occupancy

rate

Achieve an average occupancy rate of 85% for the next quarter

Improve guest

satisfaction

Increase overall guest satisfaction rating to 9 out of 10

Enhance online

presence

Increase social media followers by 20% within the next six

months

Reduce operational

costs

Decrease monthly energy consumption by 10% by the end of

the year

Boost revenue

Achieve a 15% increase in total revenue compared to last year
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Objective 

		Objective		SMART Target

		Increase occupancy rate		Achieve an average occupancy rate of 85% for the next quarter

		Improve guest satisfaction		Increase overall guest satisfaction rating to 9 out of 10

		Enhance online presence		Increase social media followers by 20% within the next six months

		Reduce operational costs		Decrease monthly energy consumption by 10% by the end of the year

		Boost revenue		Achieve a 15% increase in total revenue compared to last year











4



image1.jpeg









m_m__m_





image5.emf
Elevating 

Personalized Luxury 

Experiences 

(Javornik et al, 2021).

Frameworks for 

Strategic Marketing

Continual Service 

Innovation and 

Quality Assurance:


Microsoft_PowerPoint_Slide4.sldx
Strategy 







In order to offer personalised luxury experiences at Hotel Grand Hyatt, we focus on providing excellent service and paying close attention to every last detail. In order to successfully communicate our value proposition and interact with our target audience, we use social media and customised advertising. Our reach and value are increased through strategic partnerships with like-minded businesses and influencers. We place a strong emphasis on quality control and continual service innovation while upholding strict standards all throughout the visitor experience. We consistently surpass the changing expectations of our guests thanks to ongoing personnel training and an innovative culture. By providing extraordinary experiences that are customised to each guest's interests, we want to make a lasting impact.
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Tactics 







Product: Grand Hyatt provides a variety of opulent lodging options, including tastefully decorated rooms, suites, and first-rate services.



Price: The Grand Hyatt's price policy reflects its image as a premium hotel, providing value for the outstanding service and upscale experiences made available to guests.



Location: Grand Hyatt carefully chooses prominent sites in major cities across the world, giving guests easy access to tourist attractions, commercial areas, and historic sites.



Promotion: Grand Hyatt skillfully advertises its customised luxury experiences to the proper demographic through targeted advertising, social media interaction, and strategic partnerships.
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Task Start Date End Date Duration

(Days)

Responsible

Person

Survey for Market Research

15/03/2023 30/03/2023 15 Marketing Team

Create Customer Segmentation

01/04/2023 05/04/2023 5 Marketing Team

Establish Targeting Strategy

06/04/2023 10/04/2023 4 Marketing Team

Improving Value Proposition

11/04/2023 15/04/2023 5 Marketing Team

Establish Promotional Strategies

16/04/2023 25/04/2023 10 Marketing Team

Accurately Implementation of

Promotional Campaigns

01/05/2023 30/06/2023 60 Marketing Team
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Action Plan 

		Task		Start Date		End Date		Duration (Days)		Responsible Person

		Survey for Market Research		15/03/2023		30/03/2023		15		Marketing Team

		Create Customer Segmentation		01/04/2023		05/04/2023		5		Marketing Team

		Establish Targeting Strategy		06/04/2023		10/04/2023		4		Marketing Team

		Improving Value Proposition		11/04/2023		15/04/2023		5		Marketing Team

		Establish Promotional Strategies		16/04/2023		25/04/2023		10		Marketing Team

		Accurately Implementation of Promotional Campaigns		01/05/2023		30/06/2023		60		Marketing Team
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The key components of our Grand Hyatt marketing plan were emphasised in this presentation. We

stressed the value of individualised luxury experiences, strategic marketing channels, quality control,

and continual service innovation. We acknowledged the difficulties and emphasised the necessity of

conducting market research and enhancing our value proposition. We can accomplish our objectives

and contribute to the growth of Grand Hyatt by implementing data-driven choices, allocation of

resources, collaborations, and key metric tracking.
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The key components of our Grand Hyatt marketing plan were emphasised in this presentation. We stressed the value of individualised luxury experiences, strategic marketing channels, quality control, and continual service innovation. We acknowledged the difficulties and emphasised the necessity of conducting market research and enhancing our value proposition. We can accomplish our objectives and contribute to the growth of Grand Hyatt by implementing data-driven choices, allocation of resources, collaborations, and key metric tracking.







We'll talk about the value of control in our marketing approach on this slide. We use key performance indicators, or KPIs, to assess the success of our projects. We can keep an eye on customer growth, brand perception, customer happiness, gaining new customers, and profitability thanks to these indications. We can get a thorough idea of how well our marketing strategies are working by monitoring these indicators. To make sure we accomplish the results we want, it is also crucial to continuously monitor and assess our efforts. With the help of this data-driven strategy, we can spend resources wisely, develop strategic alliances, and ultimately determine the effectiveness of our marketing activities.
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