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1. [bookmark: _Toc374957684][bookmark: _Toc416547239][bookmark: _Toc107928628][bookmark: _Toc128401645]Introduction
The report aims to provide a marketing strategy for Grand Hyatt Hotel which will be able to pinpoint problems or marketing opportunities and develop a communication plan that will work in the current environment. The hotel management will provide tactics to win over the competitors. The analysis and development of the marketing strategy will be guided by the plan, which will be structured using important frameworks and theories like SOSTAC, 4Ps, and Bowman’s. While the 4Ps emphasise the key components of the marketing mix—product, price, place, and promotion—SOSTAC offers a structured approach to planning and execution(Bhargav, 2017). The hotel will make strategic decisions with the aid of Bowman's Strategic Clock to help it understand its competitive position.
2. [bookmark: _Toc128401646]Situational analysis
2.1 [bookmark: _Toc128401647]Company
A luxury hotel chain with over 50 locations around the world is Grand Hyatt Hotel. A solid reputation for outstanding service, desirable locations, and opulent amenities has been established for the hotel(Diego et al., 2014). Grand Hyatt Hotel, however, encounters difficulties and chances that affect its performance, just like any other company.
2.2 [bookmark: _Toc128401648]SWOT Analysis
	Strengths 
	Weaknesses
	Opportunities
	Threats

	Well-known brand
	High level of competitions
	Grow its global footprint
	The emergence of disruptive competitors like Airbnb and others

	Superior service
	Unpredictability in the economy
	Create new customer segments
	Shifting customers preferences

	Strategic Locations
	Shifting customer preferences
	Use technology to enhance operations
	Unpredictability in global politics


Table 1 SWOT Analysis 
2.3 [bookmark: _Toc128401649]Customers
Any business must comprehend the wants and preferences of its customers. To find and connect with its ideal customer segments, Grand Hyatt Hotel uses market segmentation and targeting. The hotel targets specific customer groups with marketing strategies by fulfilling customers’ preferences and expectations (Peterson and Mccarthy, 2003). By simply noting and securely sharing guest preference data, GrandHyatt also delivers a more personalised experience that helps each guest to be their very best. Gives services and provides the best hotel management by observing their preferences, behaviors, and decision-making processes. 
2.4 [bookmark: _Toc128401650]Competitors
Grand Hyatt Hotel must comprehend its rivals and its competitive position to succeed in a crowded market (Diego et al., 2011) Competitors like Marriott International Inc, and Radisson Hotel Group. Fairmont Hotels and Resorts, Omni Hotels &Resorts,Four Seasons Hotels Ltd, and Hilton Worldwide Holdings are one of the great threats. Customers' perceptions of the Grand Hyatt Hotel help to understand its competitive position and make strategic decisions about pricing and differentiation with the aid of Bowman's strategy clock.
2.5 [bookmark: _Toc128401651]Collaborators
Any business' success depends on its ability to work with partners, franchises, and B2B relationships (Bowie et al., 2014). The Grand Hyatt Hotel takes advantage of these connections to raise consumer loyalty and brand recognition. The hotel creates stronger bonds with its partners and opens up new growth opportunities by displaying an awareness of its partners.
2.6 [bookmark: _Toc128401652]Climate
	Political 
	Economic 
	Social 
	Technological
	Legal
	Environmental 

	Diversification of policies
laws related to ownership of property
Change of governments
	Fluctuation of interest rates
Change of exchange rate policy
Variations of Inflation
	Purchasing from minority-owned businesses
Shifting consumer preferences and attitudes
Protecting communities
	Mobile payments and other Fintech services 
Online booking system and technological advancements
Social media presence
	Protection and e-commerce security

Discrimination law
Health and Safety law
	Recycling and waste management
Avoidance of resource depletion
Use of eco-friendly products


Table 2 PESTEL Analysis 
3. [bookmark: _Toc128401653]Objectives
Through targeted digital marketing campaigns and clever partnerships with nearby companies, the goal is to raise hotel occupancy rates by 10% over the following six months. A SMART objective focuses on five aspects.
· Specifically, to become the best hospitality hotel through developing profit for further maximisation of business.
· Measurable to have a great impact in every community to make strong relations with their consumers
· Achievable To enhance the guest services as well as engage with associates
· Realistic to maximise 10% business occupancy rate within next future
· Time-bound To Increase brand awareness and services 


	Task description
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sept
	Oct
	Nov
	Dec

	Planning of new guidelines
	
	
	
	
	
	
	
	
	
	
	
	

	Creating operations strategy
	
	
	
	
	
	
	
	
	
	
	
	

	Understanding customers perception
	
	
	
	
	
	
	
	
	
	
	
	

	Reviewing objections of customers
	
	
	
	
	
	
	
	
	
	
	
	

	Taking feedbacks and implementing
	
	
	
	
	
	
	
	
	
	
	
	

	Hiring new employees
	
	
	
	
	
	
	
	
	
	
	
	

	Providing training to staff
	
	
	
	
	
	
	
	
	
	
	
	

	Guiding staff with strong leadership
	
	
	
	
	
	
	
	
	
	
	
	

	Analyzing maintenance cost 
	
	
	
	
	
	
	
	
	
	
	
	

	Evaluating employees performance
	
	
	
	
	
	
	
	
	
	
	
	

	Promoting via digital contents 
	
	
	
	
	
	
	
	
	
	
	
	

	Improving the overall service system and architecture
	
	
	
	
	
	
	
	
	
	
	
	


Table 3 Gantt Chart for Grand Hayatt
4. [bookmark: _Toc128401654]Strategy
The core principle of the Grand Hyatt Hotel is to exceed guests' expectations by offering a luxurious, individualised experience. The hotel offers value by providing top-notch service, cutting-edge amenities, and a prime location in the middle of the city, the hotel sets itself apart from its competitors.
The usage of digital marketing channels like social media, email marketing, and online advertising highlights the hotel's distinctive features. (Rutherford, 2021) As a result, it attracts customers and amenities to communicate the value proposition. The advertising also stresses the hotel's dedication to giving visitors a unique and memorable experience.
The hotel's value proposition is reflected in targeted promotions and packages which are created through strategic partnerships with nearby companies and organisations, in addition to digital marketing. For example, an illustration of the hotel's dedication to luxury and relaxation, the two parties may collaborate to offer guests a discounted spa package.
Finally, the value proposition is communicated throughout the entire guest experience, from the initial booking stage to the in-room amenities and services. To ensure that each guest feels valued and appreciated the hotel staff is trained to offer personalised service and anticipate needs.
5. [bookmark: _Toc128401655]Tactics
5.1 [bookmark: _Toc128401656]Product
The hotel's product offerings include opulent lodgings, exquisite cuisine, and top-notch service. The marketing strategy puts a special emphasis on providing guests with a one-of-a-kind and personalised experiences, like personalised dining suggestions and customised room amenities, to improve the product offering. Additionally, the hotel rolls out a loyalty program to reward repeat customers and promote referrals.
5.2 [bookmark: _Toc128401657]Price
Offering reasonable rates while upholding the impression of exclusivity and luxury is the main goal of the hotel's pricing strategy (Bowie and Buttle, 2013). For price adjustments based on demand and occupancy levels, the marketing strategy employs dynamic pricing strategies. To draw in new clients and encourage repeat business, special deals, and promotions are available.
5.3 [bookmark: _Toc128401658]Place
A major selling point for visitors is the hotel's enviable location in the middle of the city. To take advantage of this advantage, the marketing strategy concentrates on forming alliances with nearby companies to develop specialised promotions and packages that highlight the hotel's location and closeness to nearby attractions(Jones et al.,2014). To ensure a smooth and user-friendly booking process, the hotel's website and booking engine are also optimised.
5.4 [bookmark: _Toc128401659]Promotion
The hotel is promoted through several strategies, including digital marketing tools like social media, email marketing, and online advertising. The messaging showcases the hotel's exceptional value proposition and highlights its opulent amenities and services. The hotel also puts a lot of effort into establishing connections with regional media outlets and travel influencers to create buzz and boost visibility.
5.5 [bookmark: _Toc128401660]People
The hotel's staff is an important part of the guest experience. The staff receives training to deliver exceptional and individualised service. Aside from training courses to ensure staff members are prepared to deliver on the hotel's value proposition, the marketing strategy also includes programs to recognise and reward employees for providing exceptional customer service.
5.6 [bookmark: _Toc128401661]Process
A seamless and stress-free stay is guaranteed for guests by optimising the hotel's reservation procedure and guest experience (Barsky, 1992). The marketing strategy focuses a strong emphasis on streamlining the reservation process and utilising technology to improve the guest experience, such as mobile check-in and in-room technology.
5.7 [bookmark: _Toc128401662]The Physical Proof
The physical amenities and features of the hotel play a significant role in the overall guest experience. The marketing strategy concentrates on improving the hotel's physical amenities and features, like the fitness center and pool; to make sure they live up to the standards of upscale travelers. To give guests exclusive access to regional attractions and experiences, the hotel also makes use of partnerships with nearby companies (Orfila and Mattsson, 2009).
6. [bookmark: _Toc128401663]Conclusion
The Grand Hyatt Hotel marketing plan has identified key opportunities and challenges to develop a comprehensive strategy to raise brand awareness, draw in new clients, and keep existing ones (Teare et al., 1994). The plan has been developed using a SWOT analysis to determine the hotel's strengths and weaknesses as well as external opportunities and threats. The strategy also considered the hotel's B2B connections, rivals, clients, and the macro environment using frameworks like the PESTLE analysis and Bowman's strategy clock.
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