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Introduction
The purpose of this marketing plan is the identifying of an issue or a marketing opportunity for Grand Hyatt Hotel.
There will be used more types of frameworks such as SWOT analysis, and PESTLE analysis and marketing mix among with other references about customers and competitors.
The Grand Hyatt brand owns a number of 58 hotels in multiple countries. These properties are providing welcoming hospitality paired with the local experiences specific for each country in the matter. 
Grand Hyatt is defined by luxury, targeting influent travellers with inventive restaurants, spas, and elegant meeting spaces. (Hollander, 2022)
Situation Analysis
For this company a SWOT analysis was conducted and the strengths found are that this hotel values the family concept; it offers a variety of services 24/7; the  staff is highly trained; it is also providing luxury and budget-friendly tour packages (Kazis, 2021).
When it comes to the weak spots we have mainly the prices, the tour packages are still more expensive in contrast with others hotels offers.
As opportunities we have the capability of continuously innovating and the chance to grow internationally; especially when one of the threats was the pandemic crisis that affected all the hotel industry. (Hyatt, 2023).
As a result, its target market includes customers aged above 25, businessmen or plain customers who enjoy the premium experience (Law et al., 2020).
The Grand Hyatt properties compete mainly with big names in the industry such as InterContinental, Fairmont and JW Marriott hotels and although Grand Hyatt is the most expensive one, it is also the one that offers the highest quality in reports with its prices, the number one competitor for it being JW Marriot.
The PESTLE analysis shows that in the current political scenario, the only thing a multinational hotel chain should adhere to is the changing policies of different countries’ governments (Franco, 2021). 
The economic factors that affect Grand Hyatt’s external environment is the growth in international tourism, inflation, and economic events. (Arif et al., 2016)
Grand Hyatt has to keep in mind that customers of every ethnicity, race, and cultural and religious background can be encountered due to the different countries they operate in (Bissoon, 2018). 
In the technological field, the best approach for hotels is the introduction of social media as a marketing strategy (Adam, 2018). 
Every country has different laws concerning hotels and accommodation services, therefore, related companies have to make sure they meet every legislation, especially in terms of health and safety laws, food and beverage requirements. (Jooss et al., 2019).
Finally, the world is on the brink of an environment collapse, so hotels have to make sure they are sustainable in every sense, especially in terms of providing for the environment by practicing green implications (Maclean et al., 2018).
Objectives 
There are specific goals for Grand Hyatt like increase the sales over next three quarters by 30% over the same quarters last year and increasing the same stores sales by 30% over a specific time period using similar advertising budget.
The metrics have to be carefully decided because wrong ones can lead to unpleasant consequences; for example – focus on click through rate on sites, but keep in mind that the social media business can led to fake and sensational content which can create consumers backlash.
Enabling the staff is a necessary condition in order to achieve the goals set. This means that the staff must have the skills, comptences, systems, tools and enthusiasm to deliver. (Jobber, D. et al, 2020)
Managers at all levels in Grand Hyatt should take the feedback of employees on the ground to set realistic goals.
The targets set should be clearly specified in time. For example the project should have a specified end data, for example 90 days, one month or the next three quarters.
Strategy
The Grand Hyatt wants to grow and in order to do so they came to the conclusion that more customers are needed. For this to happen the chosen strategy – showed in a Ansoff matrix – is to offer more services or packages at lower prices for a limited amount of time. 
The market penetration strategy will be for the hotel to spend extra money on advertising and to make some improvements on the facilities offered.
The product development would be basically to rely on getting money from the existing customers to invest in order to attract new ones. The market development means to find more services for the existing consumers and as diversification is the extend in other countries.
Tactics
The main issue for the Grand Hyatt hotel is the fact that most customers think the prices are much higher than the ones at competitors, but they are not always making count of the quality offered in exchange.
New communications can be used in order to clarify that although the hotel is more expensive, it also offers a much larger variety of services and many of them are 24/7 for the customers to reach.
The  RACE framework can be used easily in this issue as the first thing to do is to reach to the customers. The Grand Hyatt would have to promote and publish their content on all social media, considering that they already are on all of the most popular ones and they can take advantage of the value per visit measure.
The next step is to make decisions based on the relevance of the clicks they got that can be measured by time on site, shares or likes, comments etc.
The convert phase could be the remarketing to ensure the relevance of the content and it can also be made relying in the feedback got from the comments on the sites and a key measure is the revenue obtain in cases of online booking.
The last is the engaging – it refers to the ability of making the customers/ visitors to be thrilled to return to you it this way the hotel gets to have a loyal customer base.
As a marketing mix, shortly, the products offered by Grand Hyatt are its luxurious hotel services; as place the Hyatt Hotels headquartere is in Chicago, USA, but Grand Hyatt is located all over the world in almost every continent. 
Since it is a luxury brand, the pricing strategy Grand Hyatt follows is the premium pricing strategy and since the company is sizable, it uses almost every marketing technique to make sure the right kind of customers are attracted to its brand.
Although Grand Hyatt is already on all social media, they could improve their posts about the offers that they have, the promotions for holidays or others promotions should be highlighted on the social networks and advertised accordingly in order to attract more customers that can afford and want to pay more money for luxurious services.
Action
To properly understand what Grand Hyatt should do by keeping the marketing plan in sight, a Gannt Chart filled with relevant activities with their approximate time requirements can be observed in the appendices. 
Some of the advertising will be made via direct marketing, such as e-mails and text messages around the holidays that will be sent directly to existing customers to ensure they are aware of the holidays discounts; another way of advertising is the TV because is the most watched channel of information in the first month of the year until the summer vacations starts.
Control
Key measures indicators can be checking its official website’s traffic insights to uncover the number of visitors after its implementation, indicating that if they have increased; the revenues, the increasing of the profits and also the number of new customers after the new marketing strategies and advertising.
Conclusion
In conclusion, this marketing plan analysed how Grand Hyatt can improve its marketing strategies in attracting the right kind of customers amidst an increasingly competitive market. 
The plan highlighted the hotel’s issue could be the prices above average, but this could be also because the customers are not explained well enough what they will get in return of the money paid, so a recommendation would be better advertising in order for the new potential consumers to be informed exactly about the price-quality report they are getting for the extra amount of money given at Grand Hyatt.
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Appendices
1. SWOT analysis
	Strengths
	Weaknesses

	· [bookmark: _Hlk135844633]The hotel’s value in family makes its hospitality services top-notch.
· It offers apartment-style accommodations with kitchens, living rooms
· Its staff is highly trained professionally
· It provides luxury and budget-friendly tour packages (Kazis, 2021)
· Its customer service is available 24/7.
	· Its operating costs are tad unnecessary.
· Despite its tour packages, it is still very expensive for most customers.
· The hotel largely depends on tourism rates due to its nature.
· To keep its staff well-trained, Grand Hyatt has to spend extra on such programmes.

	Opportunities
	Threats

	· Growth in international tourism after the pandemic.
· Its capability to continuously innovate itself.
· The Internet’s wide array of operations, ready-to-use. 
	· Increasingly tough competition.
· Dishonest online businesses have made customers distrust Internet marketing.
· Alternatives, like Airbnb, are swiftly replacing expensive hotel stays.
· Hygiene concerns.



2. Competitors
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3. Grand Hyatt – Gannt Chart
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INTRODUCTION

The Grand Hyatt brand owns a number of 58 hotels in multiple countries. These properties are
providing welcoming hospitality paired with the local experiences specific for each country in the

matter.

- Grand Hyatt is defined by luxury, targeting influent travellers with inventive restaurants, spas, and

elegant meeting spaces.
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SITUATION ANALYSIS

- A SWOT analysis was conducted and the strengths found are that this hotel values the family concept;
it offers a variety of services 24/7: the staff is highly trained: it is also providing luxury and budget-
friendly tour packages

- When it comes to the weak spots we have mainly the prices, the tour packages are still more expensive
in contrast with others hotels offers.

- As opportunities we have the capability of continuously innovating and the chance to grow
internationally.

- One of the threats was the pandemic crisis that affected all the hotel industry.
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OBJECTIVES - SMART TARGET

Specific goals: increase the sales over next three quarters by 30% over the same quarters last year and
increasing the same stores sales by 30% over a specific time period using similar advertising budget

Metric: focus on click through rate on sites

Achieve: enabling the staff is a necessary condition in order to achieve the goals set

Realistic: feedback of employees on the ground to set realistic goals

Time: The targets set should be clearly specified in time
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STRATEGY

The Grand Hyatt wants to grow and in order to do so they came to the conclusion that more customers
are needed

The market penetration strategy will be for the hotel to spend extra money on advertising.

The product development would rely on getting money from the existing customers to invest in order

to attract new ones and find more services for the existing consumers.

As diversification is the extend in other countries for the market development.
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CONCLUSION

- In conclusion, this marketing plan analysed how Grand Hyatt can improve its marketing strategies in
attracting the right kind of customers amidst an increasingly competitive market.

- The plan highlighted the hotel’s issue could be the prices above average, but this could be also because
the customers are not explained well enough what they will get in return of the money paid

- Arecommendation would be better advertising in order for the new potential consumers to be informed
exactly about the price-quality report they are getting for the extra amount of money given at Grand
Hyatt.




