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Background information

In recent years, especially after the outbreak of the COVID-19 pandemic, the hospitality
industry is meeting a shortage of income. Due to the regulations and policies, the
pandemic has led to a downturn in the tourism industry, decreasing hotel occupancy
rates. Tourism-related activities have almost reached a standstill, and only some people
are willing to travel for fear of virus infection. Therefore, the problem of declining
passenger flow faced by hotels must be addressed. The loyalty of customers is also
decreasing. Thus, hotels need to provide higher-quality products to get more customers.
Under this circumstance, Hyatt Group has developed a co-branding marketing strategy.

Marketing strategy

Marketing Strategy Analysis: 4P

1. Product: This refers to the hotel's service to refill skincare products and gifts for
afternoon tea, which is considered Hyatt Hotel’s USP.

2. Price: The free samples in guestrooms and gifts with the afternoon tea would give
the guest the sense of less payment and more bargains.

3. Promotion: When guest purchase for the second time, the co-branded items will be
sold at a promotional price.

4. Place: The locations of the hotel and its distribution channel will attract more buyers
after a co-branding idea is achieved. This means the hotel could invite the social
media for a KOL tasting in a bid to arouse more followers

Outcomes

According to American Marketing Association, Marketing is the activity, set of
institutions, and processes for creating, communicating, delivering, and exchanging
offerings that value customers, clients, partners, and society. Kotler (1994) summarized
marketing as meeting your customer's needs at a profit.

By far, Hyatt hotels have devised the idea of ‘co-branding.’

1. The first co-branding is all about the skin-care products in guestrooms.: Grand
Hyatt uses the Balmain Hair collection in guest rooms for the whole shampoo,
conditioner, body wash, and body lotion, while Park Hyatt uses Le Labo 22 as
the whole set of washing and skin care. It is a reasonable way of marketing that
achieves a win-win situation. In this way, the traveling guests would contact the

product at the end of the day. A free trial would allow them to buy the same
product, eventually increasing sales. At the same time, perfume lovers would
reach the destination hotel because of the product for a pleasant stay; some may
even become loyal members.

2. The second trial could be the beauty salon co-branding. Grand Hyatt has
recently worked with Lancome, HR, Chanel, and other skincare brands in the
hotel beauty salons. Particularly at the Presidential Suite, customers could enjoy
the high-class service and beautiful view they sometimes purchase to pay back
for the lovely atmosphere.



3. The third one would be the co-branded afternoon tea. Afternoon tea is another
profitable point in the hotel. Previously, Dim Sum tasting was considered boring
it could hardly catch people’s eyes, while nowadays, different brands have the
marketing strategy of co-branding. For instance, Hyatt Regency created the idea
of working with luxury brands like Porsche for its famous 911 sports car.
Therefore if you buy the afternoon tea combo, you can get a small sample and
a voucher for a discount when making the second purchase. This is also to raise
the fame of the product and the hotel. Sometimes the afternoon tea can bring
over 50% of the profit when sold as 200-300 RMB. The price of the entire skin-
care product was about 2000RMB, so even for those who do not stay, they can
still enjoy the atmosphere of the hotel and try the samples of the skin-care
products. As to the fans of skin-care products, this is surely an excellent
opportunity to enjoy both the afternoon tea time and the discounted products.
Adaz, Guerlain, and Sisley later applied the same idea in co-branding with Park
Hyatt.

Challenges/Reflection

Firstly, it is easier said than done. The simple idea will take a complex practice to realize.
If only the brand is powerful enough, it can attract customers. Secondly, it would be
challenging to maintain a competitive price for the big brands that consider themselves
luxurious. The cooperation between the hotel and these brands would take much work.
Last but not least, high-end customers may need clarification about the quality of the
products, so constant maintenance must always be in place.
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