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Customer-Based Approaches:
DEVELOPING UsP = Customer choices — What brand would
COMPETITOR you buy if your favorite was unavailable?
PRODUCT LIFE ANALYSIS P X 4 B
CYCLE = Application associations - What
_ applications?
= What brands for each application?2
= What product substitutes?
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An advantage over competitors.
by offering consumers greater val
than competitors offer.
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Key elements of an

effective USP:
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HOTEL INFO | ROOMS | ACTIVITIES | DINING | MEETINGS + EVENTS | SPA | WEDDINGS | OFFERS

GRAND|HYATT

woreL phoTos (S avest pHoTos

oy & Ceclen MAKE A RESERVATION
parkng
3 Fact Sheet )
Te +6236177 1234 [ Arive Depart
Nuss Dua Bai Hotels w00 ey || e 00 vy
The Grand Hyatt Bali hotel s the crown jewel of resorts in Nusa Dus, the luxury
stretch of magnificent beachfront on the island of Bali offering 636 luxury rooms CHECK AVAILABILITY
&suites nestled in low-rise Balinese villas, most located in four villages.

Read More >>
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OURWOTELS  LOVALTYPROGRAM  MULIASHOP  GIFTCARDS CONTACTUS  ENGUSH = | MAKEA RESERVATION

e
THE MULIA, MULIA RESORT & VILLAS - NUSA DUA, BALI
HOTEL MULIA & THE SUITES AT HOTEL MULIA - SENAYAN, JAKARTA
Choose Your Hotel: | BALI ~ | JAKARTA ~

SECMLOFFERS  DINING

—

MULIA RESORT MULIA VILLAS

SPECIALOFFERS »  DXPLORE »  SPECIALOFFERS »  DXPIORE»  SPECIALOFFERS »  DXPLORE »
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4. \Mﬁd of pricing structure will
that segment respond to?

Grand Hyatt Bali

Explore Bed and Breakfast
The world is waiting for you. Rise refreshed.
Book Now Book Now
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Double Your Points Romance Spa

Book the Double Your Points rate  Take the time to reconnect Focus on yourself today.
and get free nights faster. Book Now Book Now

Book Now




RQDizh
> Sastri
URHOTELS  LOVATYPROGRAM  MULASHOP  GIFTCARDS comcrus evousi+

SPECIAL ROOM & SUITE OFFERS AT MULIA RESORT - NUSA DUA, BALI

MULIA RESORT

BONUS NIGHT

receive one night free stay

LEARNMORE »  BOOKNOW » LEARNMORE »  BOOKNOW »

NYEPI PACKAGE FORThe LOVE OF FOOD
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