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Introduction
A marketing plan is essential because it helps companies and organizations understand their target audience, identify their goals and objectives, and create effective strategies to reach those goals. Thus, there is a need to present a comprehensive marketing plan for Grand Hyatt, a major hotel operating in the hospitality industry and to achieve this goal, the plan will include an analysis of situational analysis, a review of marketing objectives using the SMART target model, a marketing control plus action plan, plus there is the marketing mix will also be discussed in detail for Grand Hyatt in Dubai. 
Situational analysis
This review includes the use of SWOT analysis, where the strengths are that Grand Hyatt is a well-known hotel brand with a strong reputation in the industry. The major hotel weaknesses are that it is a luxury hotel, and its prices are higher than may not be attractive to the mass market (Arumsari et al., 2019). Meanwhile, the opportunities include that hotel can also capitalize on its strong reputation by launching more promotional campaigns, which is essential to improve its market position. Nevertheless, the threats include that hotel is also subject to economic conditions, affecting its revenue and profits.
Positioning on the Market[image: ]

The PESTLE analysis shows that the political aspect involves the hotel increasing the employment of locals in high management sections. Besides, the economic environment can significantly influence the success of Grand Hyatt Hotel, especially factors such as inflation and consumer confidence (Sayeda, 2017). Moreover, Dubai is a diverse and multicultural city, and hotels operating in the city should be aware of the local culture and customs and strive to provide a welcoming atmosphere to all guests. Besides, the technology used by Grand Hyatt Hotel must be up to date to remain competitive in the hospitality sector, including having the latest Wi-Fi connections (Bharwani & Mathews, 2016). The hotel also needs to stick to the employment laws in Dubai, which avoids legal hurdles when operating. For the environmental consideration, the Grand Hyatt Hotel must also strive to reduce its carbon footprint and ensure they follow all applicable laws and regulations.
Grand Hyatt Dubai’s customer segmentation and targeting strategy involves understanding customer profiles and addressing the needs of each segment. Competitor analysis consideration involves using The Perceptual Positioning Map that allows the hotel to compare its brand against its competitors (Solnet et al., 2015). Meanwhile, The Bowman’s strategy clock allows the hotel to compare its price, quality, and other attributes to those of its competitors (Faizal, 2018). Therefore, these partnerships allow them to offer their customers a wide range of discounts, complimentary services, and special offers.
SMART Target
The Grand Hyatt Dubai's marketing plan aims to elevate the brand's presence by creating a holistic marketing strategy that will drive foot traffic to the hotel, increase customer loyalty and satisfaction, and increase brand awareness through digital and traditional marketing campaigns that will be achieved by leveraging the hotel's competitive advantages, such as its luxurious facilities (Hyatt, 2023).
Strategy
Grand Hyatt Dubai is dedicated to providing exceptional customer service and experiences. The business value proposition is to provide a luxurious and memorable stay with a wide range of facilities and amenities that will exceed its customers' expectations. Besides, the hotel will differentiate itself from its competitors by offering exclusive services such as a 24-hour concierge service and an extensive selection of exclusive restaurants and bars. Likewise, the entity will enhance its value proposition by increasing communication through various channels, such as its website, social media channels, and promotional campaigns (Cantallops et al., 2016). They will also use targeted advertising to reach its customer segments, such as families, couples, and business travelers (Payne et al., 2017). Most importantly, it will ensure that our staff get more training, which is essential in providing exceptional service throughout their stay. 



Marketing Mix
Grand Hyatt Dubai offers a unique experience of luxury and comfort with its modern architecture, world-class amenities, and spectacular city views. To ensure guests have a memorable stay, Grand Hyatt Dubai will be constantly innovating and adding to its offering of services and amenities (Hyatt.com, 2023). This involves encouraging the facility to launch a new "Summer in the City" package, which offers guests an exclusive bundle of experiences and amenities (Booking, 2023). The package is priced at $100 and includes complimentary breakfast, a city tour with a local guide, discounts at the hotel's restaurants and bars, and a spa treatment. This package is designed to give guests the perfect opportunity to explore and experience the city of Dubai in luxury. Hence, Grand Hyatt Dubai will use various marketing strategies to promote the summer in the City package. The first is social media marketing which will focus on creating engaging content that highlights the exclusive experiences and amenities offered in the package (Bowen & Baloglu, 2015).  Grand Hyatt Dubai will also use traditional media such as print, radio, and television to reach a wider audience (Faier, 2017). This is to ensure that the business attracts lots of clients. 
Marketing Channels
[image: ]




Action
My marketing channels schedule for Grand Hyatt hotel Dubai branch is as follows:
 Week 1: -Social media campaigns: This includes creating and promoting content such as videos, reach out eventually contract well-known influencers to enhance social media marketing.
 Week 2: -Email marketing: This involves sending out promotional emails to potential customers in order to increase brand awareness and generate leads (Luštický, 2019). 
Week 3: -Content marketing: This involves creating and distributing content such as blog posts, articles, and videos. 
Week 4: -Display advertising: This involves placing ads on websites and other online platforms in order to reach a wider audience.
 Week 5: -Search engine optimization (SEO): This involves optimizing website content in order to ensure that it appears higher in search engine results pages (Murugesan et al., 2021).



 Gantt Chart for the hotel
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Control
Success for the Grand Hyatt hotel Dubai branch can be measured by the number of new customers the hotel has gained. Another way to measure success is to look at customer feedback, such as surveys and reviews. The essence is that if customers give the hotel high ratings and express positive attitudes toward the brand, this indicates success (Cantallops & Salvi, 2014). Furthermore, success can also be measured by looking at the hotel's financial performance. This includes looking at the hotel's profits and the return on investment (ROI) on marketing campaigns (Krizanova et al., 2019). Thus, if the ROI is positive, it indicates that the hotel is doing well. As a result, measuring success is crucial as it helps ensure stakeholders know if the company is fulfilling its objectives. 

Conclusion
The marketing plan of Grand Hyatt Hotel Dubai presents a comprehensive and effective approach to enhance marketing in the hospitality industry. The plan includes a situational analysis, an external environment analysis, an internal assessment, and a review of marketing objectives. Additionally, the marketing mix of the hotel was discussed, as well as their SMART target model. Therefore, to ensure that the hotel is successful in its marketing efforts, measuring the success of its campaigns is essential. This can be done by looking at the number of new customers, customer feedback, and the hotel's financial performance. Therefore, it is recommended that the hotel regularly review its marketing plan and adjust its strategies according to the current market conditions. 
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