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Marketing plan for Crowne Plaza Hotel


[bookmark: _Toc129280534]Introduction  
The marketing plan is an advertising strategy that engages audiences in the brand and supports the organization to meet its business objectives. The purpose of the report is to make a marketing plan for Crowne Plaza, a British multinational chain of hotels considering its macro and micro business environment and business tactics and strategy. In the following section with the support of 4P's marketing mix, SWOT, PESTLE, Bowman's strategy clock, and RACE framework the marketing plan of Crowne Plaza will be discussed. The SMART objectives of its marketing plan along with its strategy and tactics to create more customers will be discussed. 




[bookmark: _Toc129280535]Situation analysis 
[bookmark: _Toc129280536]SWOT analysis
The SWOT analysis highlights the internal strength and weaknesses of the company along with its market opportunity and threats .  



	Strength 
	Weakness

	· Strong financial background
· Worldwide reputation
· 431 hotels in 100 countries
· 4621 trained employees
· High-profit margin
	· Lack of self-serve options
· High-cost structure
· Limited loyalty program for guests
· High dependency on international tourism

	Opportunity
	Threat

	· Personalized service
· Green Hospitality
· Partnership with local suppliers
	· Safety Emergencies
· poor online reviews
· Pandemics
· High competition 
· High taxes



Table 1: SWOT analysis



[bookmark: _Toc129280537]Customer segmentation and targeting profiles
The company focuses on demographic customer segmentation to choose its target customers based on age, occupation, education level, and gender of the customer. 
The hotel has chosen its size targeting which influences the company to focus on its customer strength and size to make a sustainable future. The company considers the customer's purchase history, referral sources, current geo-location, and user profile to set its customer size.

	Demographic segmentation
	· Age: 25 to 60 years
· Status: Middle-class to upper class
· Occupation: Businessman, serviceman, doctor, engineer, and blogger
· Gender: Male/Female

	Geographic segmentation
	· Urban areas of the UK

	Behavioral segmentation
	· Guests traveling for leisure and business
· Guests with standard lifestyle

	Psychographic segmentation
	· Travel-lover, nature-lover, food blogger, and adventures lover


Table 2: Customer segmentation
[bookmark: _Toc129280538]Competitors analysis
Crowne Plaza
Low Quality
High Price
Radisson
Doubletree
Sheraton

High Quality
Low Price

Figure 1: Perceptual positioning map
(Source: Lu and Tabari 2019) 
As per the positioning map, Radisson, Doubletree, and Sheraton are the top competitors of Crowne Plaza. To survive in the market, the hotel needs to provide high-quality service at the lowest price. 
[bookmark: _Toc129280539]Bowman’s strategy clock
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Figure 2: Bowman’s strategy clock
(Source: Eid and Agag 2020)
As per Bowman's strategy, the company is placed in the focused differential position where it is focused to provide high service at a higher price. 
[bookmark: _Toc129280540]Collaborators analysis
[bookmark: _Toc129280541]B2B (Business to business)
The company engages in tie-ups with other organizations for services like cleaning and maintenance, IT support, security, and booking-related service (Shakya and Tamang 2020). 
[bookmark: _Toc129280542]Franchise
The majority of Crowne Plaza hotels are operated by its franchise and its worldwide franchise chain owns 820,000 guest rooms and 7,500 hotels in 100 countries (ihg.com 2023). 
[bookmark: _Toc129280543]Partnership
IBM, Zonka Feedback, United Airlines, Johnson &Johnson, and Novo Nordisk are the top partners of Crowne Plaza of which 4 are channel partners and 1 is a technology partner (partnerbase.com 2023). 
[bookmark: _Toc129280544]PESTLE analysis (Macro analysis)
Macroenvironment analysis has been done by following PESTLE framework .
	Factors
	Description
	Impact

	P-Political
	· Stable political situation
· Change in import and export regulation
	Medium

	E-Economical
	· Hike in raw material prices due to the hike in the inflation rate
· GDP growth is 2.25% (ons.gov.uk 2023)
	High

	S-Social
	· The population growth rate is 0.34% (worldometers.info 2023)
· The employment rate is 75.6%
	High

	Technical
	· 4th technologically advanced country
· Good technological infrastructure
	Medium

	Legal 
	· UK labour Act
	Low

	Environmental
	· Top tourist destination place
· Climate change issue
· Environmental sustainability Protection Act
	High


Table 3: PESTLE analysis
 
[bookmark: _Toc129280545]Objectives
The marketing plan of Crowne Plaza is to create high brand awareness to strengthen relationships with clients, obtain new customers, and increase sales by demonstrating product value. 
SMART objective
S-Specific: To create a digital marketing campaign to create high brand recognition
M-Measurable: The improvement in brand popularity will reflect the effectiveness of this approach. 
A-Achievable: The brand needs to make social media advertisements and upload a blog on its service to grab the customer's attention to its brand (Dabrowski et al. 2019).
R-Realistic: Social media marketing will make the brand popular with the international customer
T-Time bound: 2 months
[bookmark: _Toc129280546]Strategy 
Value proposition
The value proposition of Crowne Plaza is based on accessibility, cost reduction, and customization. Value proposition defines the effectiveness of the brand to offer the best benefit and reduce the pain of the customer (Butler and Szromek 2019).
Product & service: Premium accommodation with luxurious bedding, 24/7 hours hospitality service, and quality food.
Gain creators: The advanced technology-equipped service offers user-friendly booking service and customer service at its hotel to the customer. 
Pain relievers: 24*7 hours booking system and online/offline payment board have reduced the anxiety of the customer to get a quality room in a tourist spot. 
Customer segmentation
Wants: The customer wants to experience a hassle-free customer journey where the resort will give value and provide respect to each guest.
Fears: The negative review on social media platforms can influence the customer to switch the brand. 
Need: Customers are expecting a hygienic service at an affordable price and the brand has been successful to offer that.
[bookmark: _Toc129280547]Tactics 
Marketing Mix
4P’s marketing mix is supportive to demonstrate the product, price, place, and promotion strategy of the company to make international marketing.
Product
Deluxe suite, premium accommodation, unscripted service style, business-ready services, and fresh food. The brand focused on its quality to meet the customer's expectations and desires. Moreover, the website and booking website of the brand offer a 360-degree view of its room to assure the customer about its service (Singh and Sharma 2022).
Place
The brand has a total of 431 hotels which are in coastal towns, city centers, resorts, and near major airports (ihg.com 2023). Crowne Plaza will be available to make my trip, booking. Com, IHG booking website, and the customer could make their online booking through its booking app and online booking platform also. The brand would offer local business owners to use its hall room and other facilities for their meeting purpose.
Price
The brand will follow a competition-based pricing strategy to offer the hotel service at a comparatively low price to survive in the competitive hospitality market of the UK. As the customer’s bargaining power is high, the brand would offer personalized service at an affordable price to take the lead in the market.
Promotion 
The company will follow the RACE framework to improve its customer strength.
Reach: Through a digital marketing campaign the company will reach the customer.
Action: Digital communication in social media platforms will support making an emotional bond with the customer (Gyódi 2022),
Convert: Discounts and other offers will be provided to encourage the customer to book the hotels
Engage: The brand will provide 100% support in the customer journey to make the customer a valuable customer and engage with the brand.
The company would adopt digital marketing and sales promotions as the approach to international marketing communications. In recent days, the brand has made a partnership with Global Entrepreneurship Network (GEN) to expand its business globally. For instance, the brand has a strong tie-up with MakeMyTrip and the brand sells its rooms to MakeMyTrip with keeping a percentage of the share. 
[bookmark: _Toc129280548]Action plan
Social media is the most effective marketing channel in the UK as it needs minimum cost to reach a large population. As the quality of the marketing campaign depends on the content of the digital marketing, the company needs to invest the maximum time in making eye-catching content that would grab the customer’s attention.  One month would be required to understand the response of the customer to the marketing campaign and through making regular basic communication with the customer the company need to make the customer interested in the brand and then make them engaged with the brand .
[image: ]
Figure 3: Action plan

[bookmark: _Toc129280549]Control
The brand will experience a positive attitude from the customer towards the brand if the company becomes successful in its marketing approach. The marketing professional of the company will evaluate the feedback of the customer on the digital platform and the growth in its monthly revenue will indicate the effectiveness of its marketing plan (Akbari et al. 2021). However regular monitoring of social media interaction is needed to be done to understand the attitude or purchasing behaviour of the customer (Motakabbir 2019). In a brief, the overall growth in customer strength would reflect that new customers are getting engaged with this brand. 
[bookmark: _Toc129280550]Conclusion 
It can be concluded that digital marketing is the key solution to meeting its marketing objectives by increasing customer strength. Though the changing behaviour of the customer related to safety emergencies, the pandemic protocol has been a threat to the company. The brand needs to adopt green technology to reduce its impact on climate change and gain a high brand reputation in terms of sustainability concerns. The online marketing campaign will assist to lead generation, conversion, and reach to its target customer. Moreover, social media marketing will enable the company to track customer engagement and brand awareness.
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	Strength 
	Weakness

	· Strong financial background
· Worldwide reputation
· 431 hotels in 100 countries
· 4621 trained employees
· High-profit margin
	· Lack of self-serve options
· High-cost structure
· Limited loyalty program for guests
· High dependency on international tourism

	Opportunity
	Threat

	· Personalized service
· Green Hospitality
· Partnership with local suppliers
	· Safety Emergencies
· poor online reviews
· Pandemics
· High competition 
· High taxes



Table 1: SWOT analysis
(Source: ihg.com 2023)
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	Demographic segmentation
	· Age: 25 to 60 years
· Status: Middle-class to upper class
· Occupation: Businessman, serviceman, doctor, engineer, and blogger
· Gender: Male/Female

	Geographic segmentation
	· Urban areas of the UK

	Behavioral segmentation
	· Guests traveling for leisure and business
· Guests with standard lifestyle

	Psychographic segmentation
	· Travel-lover, nature-lover, food blogger, and adventures lover


Table 2: Customer segmentation
(Source: Zharfan and Putra 2022)
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	Factors
	Description
	Impact

	P-Political
	· Stable political situation
· Change in import and export regulation
	Medium

	E-Economical
	· Hike in raw material prices due to the hike in the inflation rate
· GDP growth is 2.25% (ons.gov.uk 2023)
	High

	S-Social
	· The population growth rate is 0.34% (worldometers.info 2023)
· The employment rate is 75.6%
	High

	Technical
	· 4th technologically advanced country
· Good technological infrastructure
	Medium

	Legal 
	· UK labour Act
	Low

	Environmental
	· Top tourist destination place
· Climate change issue
· Environmental sustainability Protection Act
	High


Table 3: PESTLE analysis
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Figure 3: Action plan
(Source: Excel)
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INTRODUCTION

* The aim of the presentation is to discuss the marketing plan
of Crowne Plaza

S,

* Crowne Plaza is a British multinational chain of hotel

* 5C’s analysis will be done to analysis the situation of the
hotel in terms of strength, weakness, market segmentation,
brand positioning, collaborators and macroenvironment
analysis

* SMART objective will be made to illustrate the feasibility
and feasibility of the marketing objective

* Value proposition of the company will provide an in-depth
idea on business strategy of the hotel

* 4P’s marketing mix will be taken into consideration to
understand the business tactics of the hotel
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SITUATIONAL ANALYSIS

« Investment in Al-powered personalised service and
green technology equipped service are the market e | 1
opportunities for the hotel

* The target customers are nature lover, travel-lover who [ e
live in urban areas of UK and having age between 25 |
to 60 years (ihg.com 2023) e

* The company has put its focus on size targeting
thereby aiming to increase its customer base

* Radison, Doubletree, Sheraton are the top competitors
of Crowne Plaza

+ Strong finance and high qualified staff are the strengths
of the brand
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COLLABORATION AND CUSTOMER
SEGMENTATION

+ 820,000 guest rooms and 7,500 hotels of the
company is franchised

 IBM, Zonka Feedback, United Airlines, Johnson
&Johnson, Novo Nordisk are the top partners of
Crowne Plaza (partnerbase.com 2023)

* Strong tie-up with MakeMyTrip

* The marketing plan is to create a high brand
awareness to strengthen relationships with clients,
obtain new customers, increase sales by demonstrate
product value.

« The objective of marketing plan s to create digital
marketing campaign to create high brand recognition
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MARKETING MIX AND VALUE PROPOSITION
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CONCLUSION

* Crowne Plaza needs to follow the
environmental sustainability protection act of
UK to make a sustainable business

 The brand will experience a positive attitude
of the customer towards brand if the company
become successful in its marketing approach

* Digital marketing is the key solution to meet
its  marketing objectives by increasing
customer strength

* The brand needs to adopt green technology to
reduce its impact on climate change and
create high brand reputation
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