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A marketing plans purpose is to assist a company and drive them towards the businesses goals and standards, furthermore a marketing plan investigates every internal and external factor that should be fully evaluated so the top result can be achieved (Pollack, 2006). This marketing plan will evaluate and plan methods of marketing communication strategies which can be developed and improved for a hotel a part of the Grand Hyatt brand. Grand Hyatt Sanya Haitang Bay Resort and Spa is an exquisite hotel in a specific location introducing customers to all year sunshine, luxury and a hint of the Chinese culture embedded into the routes of the hotel (Hyatt, 2016). SOSTAC analysis will be assessed and used to drive this marketing plan. 

Through the conduction of situation analysis on the organisation the 5C model is a key method which will define the strengths and weakness of 5 vital elements within the hotel: company, customer, competitors, collaborators and climate (Subotic et al, 2021). Focusing on the company and the limitations it is currently facing and the success the hotel can reach is simply assessed by SWOT analysis (Strengths, Weaknesses, Opportunities, Threats). The SWOT analysis can detect elements lacking attention and turn weaknesses and threats into strong opportunities (Pickton and Wright, 1998). Additional to the whole hotel brand Grand Hyatt Sanya Haitang Bay Resort and Spa uphold opportunities presenting a range of conservations for the environment, sustainability and human rights to show the globe they care and put the customers first which in hang increases their personal customer base (Caring for the Plant, 2023). Identifying the market segmentation for the organisation means the process of marketing becomes more effective and all advertisement efforts can be fully focused on the right audience (McDonald and Dunbar, 2011). Grand Hyatt Sanya Haitang Bay Resort and Spa make known all over their website the segmentation that they are aiming towards and the luxurious retreats they offer to maintain their customers lifestyle. Furthermore, Bowman created a positioning clock for the marketing process so that organisations can determine what their customers want and successfully deliver in line with their needs (Speriusi-Vlad, 2014). The Hyatt brand is a key brand supporting Grand Hyatt, Hyatt (1957), establish thousands of hotels all over the globe supporting one another and all advertising the same message. Through the 5C model the last ‘c’ stands for climate. To determine and analysis the climate for the business, the PESTLE mode is used to analysis the external factors that could affect the company (Gov.uk, 2016). The climate has been accurately assessed for the hotel as proven by the considerations of sustainability and environment within the hotel and brand mission. The 5c model creates a clear analysis of the hotel, simplifying areas of the market to determine the most effective marketing channels needed to reach the targeted audience. 

SMART (specific, measurable, achievable, relevant, time-bound) objectives were designed to identify organisational objectives which can be later developed to achieve the company’s goals (Safanta et al., 2019). Applying the SMART objectives to Grand Hyatt Sanya Haitang Bay Resort and Spa it is shown the hotel have presence on social media which can be developed into a huge marketing tool with an effective analysis of SMART. Adapting social media as a marketing tool creates a powerful advantage due to its far reach online and additionally creates an easily measurable and achievable objective for the hotel (Expert Panel, 2023). 
Cowley-Cunningham (2016), states strategy within the SOSTAC model is used to form a bigger picture of the organisation, it narrows down the target market and creates a separation from competitors; USP (unique selling point). Organisations strive to use the company’s USP as a main marketing tool, so customers are aware of the unique benefit this company will deliver whereas competitors are unable (Caldieraro and Cunha, 2022). Grand Hyatt (2016), reviews support the claim of the hotels USP being a luxurious hotel with endless sunshine and coastal waters. This creates for the perfect advertisement tool as not many hotels are blessed with the location of all year-round sunshine. 

Marketing is the prime channel of communication from an organisation to their customers, reaching objectives in the target market is done through the marketing mix framework also known as the 4P’s: product, price, place, promotion (Hassan Thabit and Raewf, 2018). Lee Goi (2009), analyses how product is a vital part of the marketing mix and considered more important and effective than the other elements of the marketing mix due to it being the definitive result and purpose of the company, Grand Hyatt Sanya Haitang Bay Resort and Spa hold the branding, features and service in high regard for the hotel to run and attract the target market. Marketing effectiveness is hugely impacted through competitive and product sales as a result of the evaluations of one of the 4Ps: Price (Tariq Khan, 2014). Formulating and assessing the price aspect of the marketing mix a competitive advantage is necessary to stay active in the market, all factors should be considered: face value and market share (Singh, 2012). Grand Hyatt Sanya Haitang Bay Resort and Spa are in a competitive area with hotels like Sheraton Sanya Haitang Bay Resort (2010), offering the same prices and services therefore, this becomes vital for the hotel to increase effectiveness amongst marketing processes leading to a more profitable business. Equally the competitive area brings huge traffic and recognition to this part of the world (Haitang Bay, becoming free advertisement and positive promotion. Location and place can massively affect a business as previously discussed but analysing the element of place within the marketing mix is more than just the location, Acutt (2015), continues to discuss how market coverage is not limited by location. Various customer segmentations (globally) can be reached by full market coverage through effective marketing tools and communication channels. Successfully evaluating promotion within the marketing mix is completed through the RACE (reach, act, convert, engage) framework, RACE was introduced to simplify marketing processes and evaluate each stage as the objectives are completed (Rautela, 2021). This hotel’s key target is to reach and engage customers to gain loyalty and profit, communications mix and marketing channels will impact the effectiveness of the RACE framework. Including a wide range of promotional channels (advertising, public relations, social media) to obtain customer attention is the new advantage in this competitive industry (Genchev and Todorova, 2017). 

Wren (2015), explains how the Gantt chart has influenced the practice of marketing and changed managerial processes all over the globe, its purpose is to impact advertisement schedules and planning. Grand Hyatt Sanya Haitang Bay Resort and Spa which was previously discussed has a high appearance on social media and various advertising schemes this has been enhanced and developed through the Gantt chart for this hotel. Due to the Gantt chart being easily assembled, clear and having definitive time scales it therefore is simple for vast organisations and management processes to enhance in their business (Mubarak, 2010). The time scale promotes the idea of advertising and using marketing tools during the off-peak season of the hotel or continuously communicating to consumers all year round; this will engage customers and have Grand Hyatt Sanya Haitang Bay Resort and Spa 
constantly on the customers minds creating a positive perspective of the hotel (Kushagra Pal and Tushar Pal, 2019). 
 
Control is the final stage in SOSTAC, and its purpose is to measure and monitor objectives and targets set in each of the earlier stages, this is completed through various metrics and methods (Six Elements That Make Planning a Breeze, 2012). Wang (2011), states organisations measure the effectiveness of a marketing plan through increased profits, sales and customers, Grand Hyatt Sanya Haitang Bay Resort and Spa will follow the same management process due to it being a simple and accurate data calculation.  

The marketing plan for Grand Hyatt Sanya Haitang Bay Resort and Spa is essentially split into six parts known as the SOSTAC analysis, each division has a specific target and objective to obtain the correct information. All sections lead up to the Gantt chart where all data is combined to set a marketing schedule, the marketing schedule will perform the most accurate and most effective channels according to the analysis of each section in the SOSTAC framework collected beforehand. The research into Grand Hyatt Sanya Haitangs Bay Resort and Spa’s market, communication channels, internal and external factors will be investigated with appropriate methods like PESTLE analysis or RACE framework, attaining the in-depth information of the target market and how to reach and engage customers successfully. The resulting principle of all marketing plans is the measure the success of management processes and overall yearly growth of traffic within a dominate business.  
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Structure of Marketing Plan -

Key Factors that MUST be evaluated

~ S~—Situation analysis: develop and analysis 5C’s
~ O - Objectives. Define SMART target

S - Strategy, how the company differentiates and
deliveries values

T = Tactics, evaluate and follow the marketing mix (4P’s)

~ A-Action through Gantt Chart, evaluate purpose and
schedule

~ C~—Control, process to measure success, profit and new
customers

Introduction to the layout of marketing plan
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Situation analysis of Grand Hyatt Sanya Haitany Bay Resorts

And Sp:

Kenichi Ohmae preached that a speci

strategy should be taken to

improve a business therefore, created the 3C's to ensure that the
process was simpler for businesses (Ward and Rivani, 2005). This

model was later developed into the SC model.

COMPANY CUSTOMERS COMPETITORS COLLABORATORS CLIMATE
Method of investigation Complete a SWOT Evaluate the customer | Use Bowmans strategy | A part of Hyatt Brand. Use and complete
Analysi: base. clock. PESTLE analysis.
Strengths They have several open Differentiated (niche 4-5 on Bowmans clock; Expanding investor High interest in
opportunities marketing) segment. explain. collaboration. environment and
sustainability
Weaknesses Threats. Limited customer base. Expand — shared interest. Political
Limited. location. Technological 2
Methods of Turn threats into High customer Advertise USP. Arange of marketing | Increase and drive global
improvement opportunities. communication. channels awareness.
Tuesday, 7 M 4
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Macleod (2013), states SMART analysis was created to drive
businesses and their management processes to develop and
increase the business in every aspect.

Linking the SMART analysis to the Grand Hyatt Sanya Haitang Bay

Use SMART analysis to discover Resort and Spa the business has presence on social media but
the objective of the marketing need to increase existence across all social media platforms which
plan will gain traffic for the hotel.

Objectives
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The strategy of the marketing
channels

what are we selling to the customers?

Law (2016), describes Unique Selling Point (USP) a product
that can be used to advertise the uniqueness of the business
and differentiate the hotel from competitors.

Grand Hyatt Sanya Haitang Bay Resort and Spa are located in
a unique area of the globe, with costal waters and never
ending sun. This makes for the perfect getaway retreat all
year round. Therefore, this idea alone should be highlighted
as the hotels USP.

The Best Vaca on Hotel Award

BARBEE
Grand Hyatt Bay Resort &Spa

(Grand Hyatt Sanya Haitang Bay Resort and Spa, 2018)
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E. Jerome McCarthy introduced the marketing mix also
know as the 4ps to the business world in 1960, The . .

marketing mix has become the core concept of organising Th M k g M
and structuring a management process for marketing e Marketin IX
(Yudelson, 2016).

* located at Haitang Bay, Sanya, China.
Product -
+ The hotel s a luxurious bay resort and spa.
- Services they offer and the quality of the product.
Price -

Promotion
- High pricing for market, no discounts known to date.

Promotion —

- Marketing channels (advertising, sales, social media).

Tuesday, 74" March 2023 The marketing mix
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Developing Marketing Channels with the use of the Gantt Chart

The Gantt Chart is an
effective mechanism for
recording and tracking
the progress and
success of the
company's marketing
methods (Peterson,
1987).
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How will we measure the success of the marketing plan for —
Grand Hyatt Sanya Haitang Bay Resort and Spa

Through the marketing plan and the communication channels selected it
should be clear to see an increase in profit and market share.
Additionally, an increase or difference in customers will be a clear
indicator to whether or not the chosen marketing channels are
achieving the goals set.

= Customer satisfaction surveys

= Frequent updates and reviews on the marketing channels chosen

Contro!
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To summarise the marketing plan and channels:

The marketing plan set to increase the traffic for Grand Hyatt Sanya
Haitang Bay Resort and Spa will be revisited frequently to determine if the
chosen marketing channels are having their desired affect.

Tuesday, 7* March 2023 Condlusion
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Thank you for your time and patience.

Is there any questions you would like to
ask...

Megan Amy Pallant
2225226

2225226@student.uwtsd.ac.uk

University of Wales Trinity Saint David

Tuesday, 74" March 2023 End
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