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[bookmark: _Toc120645910]Introduction
The aim of the report is to develop a marketing plan for the crown plaza to acquire new consumers and maximize the profitability of the crown plaza UK. As the hospitality industry has faced a significant drop in profitability and sales after the covid-19. Today companies are in the post-pandemic period, so the aim is to conduct the micro and macro analysis of the crown plaza UK hotel and formulate the objectives and strategies to acquire more consumers and target a new market. This report highlights the situational analysis, including SWOT analysis, Segmentation, Porter’s five forces model and PESTLE analysis. Further, it highlights the marketing mix following the conclusion. 
[bookmark: _Toc120645911]Situation Analysis
5 'C's
-Company: SWOT analysis 
	Strengths
	Weaknesses

	· Increased profitability growth 
· Global presence having 400 hotels in 65 counties (Crowne Plaza, 2022)
· Highly productive and effective recruitment strategies 
	· Crowne plaza is around the controversies in the past, and it requires attention (Au, 2022).
· Its loyalty program has received negative comments from the consumers (IHG, 2021)
· Lack of IT security

	Opportunities
	Threats

	· Emerging technology is an opportunity 
· The Gen-Z can b new targeted consumers 
· Emerging markets are a viable opportunity 
	· Global crisis and economic destruction can affect the company
·  Competition in the industry is increasing 



-Customers: Segmentation and Targeting/ Customer profile's'
	
	Segmentation 
	Targeting 
	Positioning 

	High-income consumers 
Leisure travellers
Urban and mid-town cities 

	Crowne Plaza is targeting consumers who are less price-conscious and prefer to invest in leisure activities. In addition to that, it also targets the urban areas and mid-town areas to facilitate the consumers for their long durations stays 
	Crowne Plaza is positioned as the most luxurious service provider hotel in the industry



-Competitors: Porter’s five forces

Figure 1:Porters five forces Model
Sources: (Self-developed)
Porter’s five forces model has illustrated that the hospitality industry is in a favourable condition in terms of suppliers and the new entrant in the industry because the supplier’s negotiation power is low because there are many suppliers available in the industry (Dube et al., 2021)whereas the consumers buying power is high because the there is low switching cost for the consumers and they are more aware of the average prices and the services in the hospitality industry due to use of online booking service sites (Leung and Jiang, 2018). The competition in the industry is high, and players in the market are eager to acquire the market share 
 Perceptual positioning maps

[image: ]
Figure 2: Perceptual Map
Source: (Peric  and Vitezic, 2016)

-Collaborators: Demonstrate an awareness of your organisation’s B2B Relationships, Partnerships, and Franchises.
Crown Hotel has managed its alliances with other small businesses in order to manage the quality of its services as it manages the health and safety of the employees and consumers through partnering with Teresa Cutter to manage the food and cooking in the hotels (Vlasenko, 2016). 
-Climate: PESTLE 
	Political 
	Economic 
	Social 

	The UK is politically stable, and it assists in managing business activities through flexible business laws (Haseeb et al., 2019). 
	The UK economy is stable, and it is improving through positive growth in the GDP, i.e., a 7.5% increase in years 2021 (Wang et al., 2021)
	Consumers’ preferences for services and entertainment activities are changing; people in the UK invest in vacations and leisure activities.

	Technological 
	Legal 
	Environmental 

	The UK has a stable and supportive IT infrastructure, which helps industries to manage their services. 
	The UK hospitality industry has strict rules and regulations for the consumer’s security and health.  
	Climate change is an important issue and the hospitality industry in the UK has to comply with these laws



[bookmark: _Toc120645912]Objectives
· The Objective is to increase the consumers base of the hotel in the Uk by 20% within 1 year
· To increase the profitability of the hotel by 10% within 1 year 
· To increase consumers loyalty and satisfaction through technology-based services within the next 6 months
· The objective is to increase the market share of the company by 15% within 1 year 
[bookmark: _Toc120645913]Strategy
Crowne Plaza is termed one of the largest and upscale brands in the industry. And its luxury services and infrastructure are a value proposition for the crown plaza hotel, which provides a significant benefit to the hotel to achieve its objectives. The upscale branding of the hotel is a point of differentiation for the Crowne hotel, and it targets high-income consumers, and the hotel justifies the pricing strategy through luxury services. To target the consumers and communicate the new services, the company will use influencer marketing strategies. As it will sponsor the trips for well-known and popular vloggers and bloggers for the promotions. This is an emerging and most effective marketing strategy to influence the purchasing decision of the targeted consumers. As targeted consumers use social media and flow these vloggers. The content and promotional video will be posted on Facebook, TikTok, YouTube and Twitter. This time Crowne Plaza will position itself as a technology advance services company in the hospitality industry. It focuses on following the differentiation strategy. 
[bookmark: _Toc120645914]Tactics
Marketing mix: 
-Product – Crowne Plaza is destinated in 65 different countries, as it is offering its services in Thailand, Turkey, the United States, China and many others. In addition to that, in the UK, it is located in London, Manchester, and Liverpool, and these destinations are termed as one of the best destinations which Crowne hotel is serving (Lou and Yuan, 2019). It offers wide services to consumers, and now it will offer services of online booking directly after the virtual visit along with direct communication and customer services. 
-Place (Distribution) – To locate the areas and destinations of the Crowne Plaza, it has facilitated the consumers by providing all the guides and links of google Maps; in addition to that, it also facilitates the consumers by providing direct customer services. Google Maps, WhatsApp, direct text and email have been used to communicate and transfer information about the location. To communicate in the future social media networks like Facebook and Instagram will be also used for communication.
-Price – Crowne Plaza targets high-income individuals and consumers; it charges high prices to the consumers because it offers effective services for the consumers. As it has been identified that consumers prefer to have luxury services, and Crowne Plaza offers high and upscale services in the UK, which is effective and manageable. In order to defend the pricing strategy, it will communicate through the advertisement on TVs on, websites, and social media platforms. It also uses its 5strar rating to depict the value it creates for the customers. 
-Promotion – Promotional activities are termed the most effective activity for the companies because it is the source to generate sales and attract more consumers. In order to promote the new technology-oriented services, the company will use the influencers marketing strategy will be used. Because it is an effective marketing strategy this time, people follow famous figures and try to copy and follow their lifestyle, so it would help to get the attention of Gen- Z consumers (Jin et al., 2019). It has been identified that the majority of consumers use social media and follow celebrities. 
[bookmark: _Toc120645915]Action
In order to implement this strategy, the marketing team will search and identify the most popular celebrities and influencers through their market reputation and the number of followers they have. After collecting this data and surveying the market, the list of celebrities will be finalized to approach. The team members will contact their managers and then the contact to promote the hotel and their new services along with the sponsored stays in the hotels. The post will be shared on social media and official websites. According to research t has been identified that Facebook, YouTube, Twitter, Instagram, and TikTok are emerging marketing channels for businesses (Glucksman, 2017). 
-Gannt chart 
[image: ]
[bookmark: _Toc120645916]Control
The unique selling point for Crowne Plaza UK is its luxury and upscale services, which provide quality services to the consumers; it is one of the upscale hotels in the industry, and it affects the consumer’s perception. The success of this strategy will be evaluated through the sales increase after 2 months of the influencer’s marketing and the number of followers on the official page of the crown hotel. The increase in profitability will be evaluated in order to determine the success of this strategy. The accusation of the new consumers will also help to understand the success of the new strategies and the services that the hotel has designed for the consumers. 
[bookmark: _Toc120645917]Conclusion
Crowne Plaza is a leading and one of the biggest names in the hospitality industry; it operates in 65 countries and has more than 800 hotels and properties in different regions around the globe. The company target high-income consumers who invest in leisure activities and prefer luxury accommodation for vacations. It has been concluded that the company will increase its profits and consumer base by targeting Gen-Z and using influencer marking on social media. As this can help in gaining Gen-Z attention and convince them to get their services from the company. It has been identified that the major challenges can be time management and getting time from the influencers and celebrities. Teams will make sure to plan in advance so that the risk can be reduced. 
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