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Component A - Marketing Plan for Grand Hyatt
This marketing plan is aimed at guests of the Grand Hyatt Hotel, a prominent player in the luxury hotel industry and a subsidiary of the global Hyatt Hotels Corporation. Our goal here is to identify a current marketing opportunity that may be used to boost client loyalty and satisfaction. The publication is aimed at the company's top decision-makers, including management and the marketing department. To create an effective plan, we will draw from various marketing ideas and models (Hurdawaty & Pratama, 2019). The 4Ps of marketing (product, price, place, and promotion), Ansoff's Matrix, and SOSTAC (situation analysis, objectives, strategy, tactics, action, and control) are just a few examples. These instruments will allow us to do thorough research, articulate clear objectives, create workable plans, and oversee the project with precision.
Situation Analysis
1. Company (SWOT Analysis):
a. Strengths: The Grand Hyatt name is recognized worldwide for its high standard of service and luxurious lodgings, both of which attract high net-worth travelers. They have an impressive digital presence, complete with an intuitive app and website (Lee, 2020).
b. Weaknesses: Their services may not be accessible to as broad an audience as they would want because of the premium price tag associated with their brand. They depend greatly on the commercial tourist industry, which might suffer during economic downturns.
c. Opportunities: The firm could benefit from the growing demand for immersive vacations. A population that cares about the environment may also be interested in adopting greener methods.
d. Threats: Competition from high-end companies like Ritz-Carlton and Four Seasons is fierce in luxury hospitality. Economic recessions and global disasters like pandemics can significantly impact the market (Prabowo et al., 2020).
2. Customers
Three types of people stay at the Grand Hyatt: business travelers, luxury vacationers, and event organizers. Our SimilarWeb data shows that while our users are spread out geographically, most of our visitors are in the Americas, Asia, and Europe.
3. Competitors
Grand Hyatt is positioned as a high-end service provider with premium charges, as seen by the perceptual positioning map and Bowman's strategy clock. Some competitors in this field include Ritz-Carlton, Four Seasons, and JW Marriott.
4. Collaborators
The Grand Hyatt puts up vacation packages for visitors in conjunction with various businesses, including airlines, event planning companies, and local tour operators. They also have deals with companies that offer loyalty programs to their customers (Guataqui Avendaño, 2021).
5. Climate (PESTLE Analysis):
a. Political: If immigration and visa policies were to change, it may affect the number of guests staying at the nearby hotels.
b. Economical: When the economy is down, people are less likely to travel for business or pleasure (Nakamura & Oomiya, 2021).
c. Sociocultural: Tourism that prioritizes local culture and environmental protection is on the rise.
d. Technological: Customer service has greatly benefited from technological solutions like online booking and digital concierge services.
e. Legal: Following a pandemic, following all travel health and safety protocols is very important.
f. Environmental: More and more people want hotels to use eco-friendly methods to reduce the harm they cause to the natural world (Stein, 2020).
Marketing Mix (4Ps)
1. Product: The Grand Hyatt is a luxurious hotel that features first-rate facilities, including a spa and a fitness center for its guests.
2. Price: The pricing strategy is premium, appealing to those with a high discretionary income.
3. Place: Grand Hyatt hotels are located worldwide in large cities and famous tourist destinations (King et al., 2021).
4. Promotion: Digital marketing channels, loyalty programs, strategic alliances, and vacation packages are all used to spread the word.
Objectives
With the assistance of this advertising campaign, Grand Hyatt plans to increase its market share in the high-end leisure travel sector by 15% (Specific, Measurable) over the course of the next two years. Quantitative analysis is an option for assessing this goal. According to Yunyao and Ying (2019), the company plans to enhance its experiential travel services and embrace more environmentally responsible business methods to attract the growing number of luxury tourists concerned about the environment. This goal is both attainable and relevant. An evaluation of the efficacy of the plan under time constraints would look at measures such as the expansion of market share, the booking of leisure trips, and the reaction of customers to the introduction of new activities.
1. Strategy
Grand Hyatt will increase its experience services and implement sustainable practices as part of a differentiation strategy (Ansoff's Matrix) to increase its high-end leisure travel market share. Thanks to this, we can increase our market share (Mohammad et al., 2023). The new brand promise is "Experience luxury travel that places a premium on unique, authentic experiences and responsible practices."
To put this strategy into effect, adjustments must be made to the marketing mix:
a. Product: Offer visitors experiences only in the region, such as culinary classes led by local chefs or guided eco-tours. Build energy-efficient infrastructure, reduce plastic use, and prioritize locally grown food as examples of sustainable actions (Chuling & Xue, 2022).
b. Price: While premium pricing will remain, the value customers perceive will rise as a result of novel experiences and eco-friendly methods.
c. Place: Although the locations themselves have not altered, the opportunities presented by the experiences they offer have opened up a whole new 'world' to tourists.
d. Promotion: Use social media, influencers, and partnerships with eco-tourism sites to spread the word about the new offerings. Customer feedback will improve the brand's image and show the company is committed to giving customers memorable and long-lasting experiences (Magazine, 2021).
2. Tactics
Grand Hyatt will articulate its new value proposition and address the highlighted difficulties with a multi-pronged communications campaign. This plan will adhere to the RACE (Reach, Act, Convert, Engage) framework and the Communications Mix to ensure maximum effectiveness.
a. Reach: Our objective is to attract customers who value uniqueness, sustainability, and lavishness in their service providers, which will be achieved by launching strategic social media campaigns on platforms like Instagram and Facebook, which provide people with a platform to share visually representative representations of their new experiences and sustainable actions (Demianenko, 2022). To reach more people who are interested in eco-friendly high-end activities, the hotel may employ search engine optimization and search engine marketing strategies.
b. Act: The hotel can pique interest by providing captivating content that weaves a narrative about its many one-of-a-kind experiences and eco-friendly pursuits, which may include blog posts and user-created videos (Hurdawaty & Pratama, 2019). Consider a web series that promotes the kinds of activities visitors may partake in or a documentary showing the inner workings of a company's commitment to sustainability.
c. Convert: Email marketing must be used as a tactic to turn interested leads into actual site visitors. By segmenting the email list, you may send personalized emails about the latest deals to those interested in receiving them. SimilarWeb found that to provide a seamless user experience, the website and the booking platform needed to be upgraded (Lee, 2020). You may make it simpler for consumers to make direct appointments by including a link to the booking platform in all of your promotional materials.
d. Engage: If you want to foster brand loyalty and increase word of mouth, post-stay engagement is a must. Soliciting and publicizing guest reviews that mention the hotel's sustainable practices and unique experiences is one way to improve a brand's image (Prabowo et al., 2020). Social networking sites and the formation of a group where visitors can gather and talk about their experiences are two techniques that may be used to achieve this objective.
The narrative aspect of the hotel's current communication strategy has room for development, especially in light of the hotel's efforts to be environmentally responsible and to provide guests with unique experiences. The aesthetic aspect of the hotel's current communication strategy also has room for development (Guataqui Avendaño, 2021). If these techniques were used, the current issues would be resolved, and the hotel's brand would have an opportunity to stand out in the crowded luxury hotel sector.
Action
The marketing channels plan that has been presented has been crafted with the target audience's tastes and habits in mind. Since social media and email marketing have shown to be so effective, we plan to focus on these two strategies. We can showcase our newest offerings visually, engage in two-way dialogue, and use user-generated content all by utilizing social media (Nakamura & Oomiya, 2021). Email marketing allows for more personal interaction with our target demographic, increasing the likelihood that they will perform the desired action. 
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The timetable is staggered throughout the year, picking up speed at the busiest times for booking vacations. The Gantt plan is available on Moodle, and judgments about the schedule were made after considering market trends, the study of the competitors, and research into the target demographic.
Control
To measure the efficacy of our marketing strategy, we will develop key performance indicators (KPIs) under our overarching objectives and plans. The following are some of them:
1. Market Share: In the high-end vacation market, track Grand Hyatt's progress and aim for a 15 percent growth in the following two years (Stein, 2020).
2. Bookings: Record how many people have booked one of your new experience offerings as part of their leisure trip plans.
3. Customer Feedback: Customer feedback on innovative features and green initiatives should be gathered and analyzed.
4. Digital Metrics: Monitor our email and social media marketing campaigns closely for open, click-through, and engagement rates (King et al., 2021).
5. Profitability: Find out how this will influence the hotel's bottom line.
Conclusion
Grand Hyatt's marketing strategy aims to enhance the company's value proposition by putting an emphasis on eco-friendly operations and comprehensive services. While this strategy presents challenges like high implementation costs, potential opposition from regular clients, and fierce competition, it also opens the door to massive opportunities in the rapidly growing market of luxury tourists looking for unique and environmentally conscious experiences. To get over these problems, businesses should train their staff extensively, constantly remind customers of the value they bring, and keep a careful eye on what their rivals are up to. In the end, the success of this approach depends on finding that sweet spot between protecting the brand's luxury image and evolving with the intended audience's needs.
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Task 2: 
Presentation:
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INTRODUCTION:
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The plan's main objective: Increase market
share in luxury leisure travel by enhancing
experiential travel offerings and implementing
sustainable practices.
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Objective

Specific
Measurable

Achievable

Relevant

Time-bound

By the end of Q2 2025, increase the number of
bookings related to luxury leisure travel by 20%,
focusing particularly on customers who value
experiential travel and sustainable practices,
using a combination of improved experiential
offerings, stronger sustainability practices, and a
targeted communication campaign(IIDE,2021)

Targeting luxury leisure travelers who value
experiences and sustainability.

Aiming for a 20% increase in related bookings.

This goal is realistic with improved offerings and
communication.(king.iba and Clifton,2021)

This objective is aligned with Grand Hyatt's
brand identity and market trends.

Target is set for the end of Q2 2025.
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Control;

o Control Measures and KPIs:
« Booking Increase: 20% by end of Q2 2025

* Website Traffic: 30% increase in unique visitors
by end of Q3 2025

« Social Media Engagement: 25% increase by
end of Q4 2025(1IDE,2021)

« Customer Retention: 15% increase in repeat
bookings by end of Q1 2026




image10.png
\ .
| Conclusion:

.'gﬂ * Goal: Position Grand Hyatt as leader in sustainable

luxury leisure travel

: . - w * Strategy: Enhance offerings, implement
; -~ sustainability, use 4 P's, RACE, and mixed

| | communications

Conclusion:

‘ o Challenges and Recommendations:
* Competition from other luxury hotels
e Changing customer preferences

* Recommended actions: Continuous innovation, data-
‘ driven decisions, strong branding





image11.png
References:

Chuling, C.. & Xue. Q. (2023, July) A

nalysis of the image perception
Bf fuxuty hotels™Based on U

ata and customer-value fheo%.

In Journal of Physics: Conference Series (Vol. 2301, No. 1, p. 01200
IOP Publishing.

Demianenko, A. 92022). Improvement of Corporative Sustainability
Déverspment Stra

3 ategy (based on Infernship Report at Hyatt Regency
Kyiv) (Doctoral dissertatfion).

Guafr?qui Avendano, L. J. (2021). Grand Hyatt Dubai internship
report.

Hurdawaty, R., & Pratama, A. 82019[). Marketing, mix_strategy to
aifraet customers: o case study of salsa verde restqurant in Grand
Hyatt Bali. In International conference on cUlfurdl studies Bali.

Hyatt Hotels Corporation, n.d. Annual Reports. Hyatt Hotels
Corporation.Available at:

dafe 7 June 2023]





image12.png
References:

1IDE, 2021. Marketing Strategy of Hyatt: A Case Study. ZIDE Aailable at: https:/iide co/ease-studies/marketing-strategy-of-hyatt/ (Accessed: 7
June 2023).

MBA Skool, n.d. Hyatt Hotels Marketing Mix (4Ps) Strategy MBA. Available at: https://yiww.mbaskool.com/marketing-mix/services/17574-hyatt-
hotels RGN fAccessed: 7 June 2023).

King, C; lbg, W, & Clifton,J (2021). Reimagining resilince; COVID-19 and marinc tourism in Indonesia. Current ssues in Tourism, 24(19)

Lee, K. H, (2020). Marketing approach to the tourist experience. In The Routledge Handbook of Tourism Experience Management and Marketin;
o 26090y ontedge. e e & ’ e “ o

Magazine, L. (2021). Hyatt Loves Local Collaborations Launch at 100 Hyatt Hotels.

Mohammad, A. A. S., Aldaihani, F. M. F., Alrikabi, S. M., Alshurideh, M. T., Abazeed, R. A. M., Al-Husban, D. A. A. O, ... & Al Kurdi, B. H.
2023). Customer Awaidiias Towards Greei Wia¥keting MiX 1n 3-Stat Hotels it TORIAR. In The Effect of 1nformation Technology on Business and
farketing Intelligence Systems (pp. 2157-2176). Cham: Springer International Publishing.

Nakamura, Y., & Oomiya, N. (2021). Applying the topic model to hotel reviews of internet sites and analyzing their results. Journal of Global
Tourism Research, 6(1), 13-20.

Prabowo, H., Sari, R. K., & Sriwidadi, T. (2020). Marketing Strategies To Increase Competitive Power: Empirical Research On Hotels Integrated
With A Mali'In Jakarta. Pald?6h60nal of Archaeology of EgypVEgyptology, 17(T), 2539-2550.

Scin, . (2020). Three Generations of Trump Schemes; The private side of plaming history. In Political Landscapes of Donald Trump (pp. 55~
66). Routledge.

Yunyao, L., & Ying, Q. 2019). Evaluate the contribution of the front office to managing hotel bedroom capacity.

) © . .9 ©° B N





image1.png
Prifysgol Cymru
35 Y Drindod Dewi Sant

& University of Wales
Trinity Saint David

5




image2.png
nome insert Uraw  FagelLayout Formuias Uala Review View Yy leiime L Comments |5 Shar

r_—"«][)& Calibri (Body) VAN = 9. B weeTetv General < ER BB =2 =5 Ay~ /Q .
o

paste v Ee OvA- N <3 85 Condiional Fomat  Cl et Delete Fomat Sta Fnds  Anae
¢ Bl Uy EH-[avA Marges conter v | BBV % 9 | B B 3 asTabe Soies O Fier sdet  oata

Open recovered workbooks? Your recent changes were saved. Do you want to continue working where you left off? Yes. N
34 B S
x v < o © T LM 07 0% 5 T UV W K Y 2 AAADACADACAAGAN AT A AKALAVARA APAGARAS ATAUAYAWAXAY AZ A 0 6 D5 € 5 B 5 oL SN0 B0 5 9 94 WK B 2 A G DK 6 €601 0 0 O GLOMONGD0 R CO VWD

Marketing plan

2 Company Name





image3.png
Prifysgol Cymru
Y Drindod Dewi Sant
University of Wales

Trinity Saint David

Marketing Essentials





