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A hotel's marketing plans are more likely to be successful when they have a defined goal and are targeted at the appropriate audience. Defining, the approach ahead of time will help someone make better judgments at the moment, which is especially important if they have a lot on their schedule (Alyaisa, 2019). Crown Plaza has been chosen for this marketing plan, this notion reveals the requirement for marketing planning, and hence, this study will embrace the concept of strategic marketing for the Crown Plaza hotel. In order to present a SWOT analysis and marketing plan for the Crown Plaza hotel, it is necessary to collect data on its strengths, weaknesses, opportunities, threats, and other relevant elements.
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Company: SWOT analysis (Microanalysis)
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-Customers: The Company had to select from multiple distinct markets to widen its horizon. Eventually, the projected target subsets will show a constant rate of market growth (Brian, 2021).
-Competitors: 
	Bargaining power of buyers
	Customers' ability to haggle for lower prices is what drives Crown Plaza to sell their premium goods at a discount.
Customers of Crown Plaza Group have more negotiating leverage due to the company's success.

	Bargaining power of suppliers
	As suppliers have less advantage to negotiate better terms or lower prices with Crown plaza, this strategic issue is less pressing for the hotel chain.

	Competitive rivalry
	Competition in the hotel industry is fierce right now, making it tough for Crown Plaza to expand its business. While it has grown more difficult to provide a solid basis for differentiating products, product differentiation is poor (Charles, 2021).

	Threat of new entrants
	There is a moderate level of new entrant danger for Crown Plaza, which suggests that new entrants do not pose a serious threat to the company's market share. To get into the sector, you need to have a deep understanding of marketing and be willing to invest much in promotional operations.


-Collaborators: 
The Hotel Crown Plaza has worked together with its own teams across Crown Plaza as well as with specialized partner organizations. They have collaborated in order to determine what this new brave world of their challenging brand should sound, feel, and look like (Christopher, 2020). It is a member of the InterContinental Hotels Group, which also has InterContinental Hotels & Resorts and Holiday Inn Hotels & Resorts within, and it has more than 431 hotels spread across almost 100 countries worldwide. These hotels are typically situated in urban, rural, coastal or resort areas, or in close proximity to major airports.
-Climate: PESTLE (Macro analysis) 
	Political factors
	Economic factors
	Social factors
	Technological factors
	Legal factors
	Environmental factors

	The country's political stability and the significance of the travel and leisure industry to its economy.
Possible Invasion by Armed Forces
Regulating the Consumer Services Industry and the prevalence of corruption within.

	Commercial Regulation and Consumer Protection
The value of the host currency and its stability in relation to the exchange rate. The quality of the country's travel and leisure infrastructure, relative advantages of the host country, and the state of the consumer services industry in that country.
	Population characteristics and educational attainment
The distribution of resources and authority within classes leading to a state of social stratification. Culture (gender roles, societal customs etc)
	Competitors of  Crown plaza have recently invested in cutting-edge technology.
The effect of technology on product distribution
Effect on the value chain structure of the Consumer Services business Effect on the cost structure of the Travel & Leisure industry
	Regulatory framework for preventing monopolization in the tourism sector and beyond.
Laws prohibiting discrimination
I.P. (Intellectual Property) law, including copyright and patent protection
Web shopping and consumer safety
Norms governing the workplace
	Weather
Changing weather patterns
Environmental pollution laws
Recycling policies for the tourism and leisure sector Air and water pollution legislation


[bookmark: _Toc128529331][bookmark: _Toc129350140]Objectives
Crown Plaza's marketing approach is oriented toward the achievement of three key goals: increasing occupancy rates, promoting customer happiness, and expanding Crown Plaza's brand recognition.
[bookmark: _Toc128529332][bookmark: _Toc129350141]Strategy
These reimagined spaces offer one-of-a-kind events that are inspired by design, made possible by technology, and respectful of local traditions. Their aesthetic is what they call "New Modern." It communicates originality, high quality, and vivacity (Thomas, 2022). 
They have developed a novel relationship with The School of Life, a group of anthropologists, poets, philosophers, artists, and psychologists working to create a more emotionally intelligent society within the world, to aid in the delivery of this unique experience. Because of their training and development expertise, their personnel are able to grow personally and professionally so that they can consistently satisfy visitors at every touchpoint of their experience. 
Crown Plaza's new ad campaign is reflecting the desires of its clientele by positioning the company as a business challenger brand that caters to the needs of its clients while also satisfying their personal interests. The underlying assumption is that they are completely focused on work (Daniel, 2019). The ad has gone live in the United States, the United Kingdom, Australia, India, and China, and it targets both business and consumer clients. Many other types of media, including internal communications, digital, print, social media, and sometimes film are used in campaigns.
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[bookmark: _Toc128529334][bookmark: _Toc129350143]Marketing mix: 
-Product – 
· Products for quick purchase on the Marketplace
· Their event and coworking area are called "The Forum," and it is available for reservation (Sophia et al., 2022).
· The Studio is a versatile, on-demand venue ideal for workshops and intimate dinners.
-Place (Distribution) – Crown Plaza manages the stores that the corporation owns in all of the many markets it operates in (George, 2022). Crown plaza authorized retailers also give customers access to the full range of the brand's wares. Online order placement and tracking are now possible through Crown Plaza's fully functional website.
-Price – Crown Plaza influences its target customer groups to positively perceive the brand and products by charging premium prices for select product lines. Crown Plaza's premium pricing structure also contributes to a generally positive consumer assessment of the quality of its wares (Hasin, 2019).
-Promotion – Crown Plaza is well-represented in all major social media and travel-related online communities. Crown Plaza actively engages with its customers through social media (Joseph, 2022). The customers' wants, requirements, and expectations can be better met by Crown Plaza thanks to their active participation and feedback. Crown Plaza takes customer comments like these and uses them to shape its marketing and operations strategies.
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The company targets high-end consumers and business travellers, but it does not offer a customer loyalty program to keep them as regulars (Mike, 2022). It's also critical to note that the hotel company has had issues with keeping customers' financial and personal details secure. As a result, it was suggested that the company's upper management purchase effective security solutions and take a more active role in assessing how other companies-partners deal with data protection (Kevin, 2021). Providing training for unskilled workers in countries where education in the hospitality industry has not achieved the requisite degree of sophistication is another key piece of advice.
[bookmark: _Toc128529337][bookmark: _Toc129350146]
Conclusion
The hotel and hospitality industry is vital to world trade and the economy, with its most important resource being regular clientele. A business must successfully retain clientele to succeed in the current state economy. To succeed in this, businesses will willingly spend money on planning strategically to deliver the highest possible level of customer satisfaction. As an added bonus, the sector for luxury hotels within the hospitality industry will be benefited from this expertise. The researcher focused on the luxury market because of its high cultural and societal expectations, as well as the consequently high criteria for consumer satisfaction. Nevertheless, more investment and a larger timeframe will be needed to develop such a study.
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Crown Plaza has been chosen for this marketing plan, this notion reveals the requirement for marketing planning, and hence, this study will embrace the concept of strategic marketing for the Crown Plaza hotel. In order to present a SWOT analysis and marketing plan for the Crown Plaza hotel, it is necessary to collect data on its strengths, weaknesses, opportunities, threats, and other relevant elements.
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-Product – 
Products for quick purchase on the Marketplace
Their event and coworking area are called "The Forum," and it is available for reservation (Sophia et al., 2022).
The Studio is a versatile, on-demand venue ideal for workshops and intimate dinners.
-Place (Distribution) – Crown Plaza manages the stores that the corporation owns in all of the many markets it operates in (George, 2022). Crown plaza authorized retailers also give customers access to the full range of the brand's wares. Online order placement and tracking are now possible through Crown Plaza's fully functional website.
-Price – Crown Plaza influences positive brand and product perceptions in its target consumer groups by charging premium prices for select product lines. Crown Plaza's premium pricing structure also contributes to a generally positive consumer assessment of the quality of its wares (Hasin, 2019).
-Promotion – Crown Plaza is well-represented in all major social media and travel-related online communities. Crown Plaza actively engages with its customers through social media (Joseph, 2022). The customers' wants, requirements, and expectations can be better met by Crown Plaza thanks to their active participation and feedback. Crown Plaza takes customer comments like these and uses them to shape its marketing and operations strategies.
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Strength: A company structure that minimizes the need for physical assets. Global reach with a concentration on key markets. Prioritize the customer's needs and connections with them. Portfolio of brands organized by use case. Promising digital outlook and execution. Strategic alliance to increase the company's product offerings
Weakness: First, there isn't a budget hotel chain.
Now ranked third in the world
Opportunities: Limited consolidation in the branded hotel industry
More people are taking trips abroad.
Bookings could be made more easily thanks to technological advancements.
Threats: The Rise of the Hotel-Sharing Economy
Unforeseen occurrences that cause market volatility
Their reliance on intermediaries is growing.
Covid-19 effect on the hotel business

[image: ]

Political factors
· The country's political stability and the significance of the travel and leisure industry to its economy.
· Possible Invasion by Armed Forces
· Regulation of the Consumer Services Industry and the prevalence of corruption therein.
Economic factors
· Commercial Regulation and Consumer Protection
· The value of the host currency and its stability in relation to the exchange rate. The quality of the country's travel and leisure infrastructure, relative advantages of the host country, and the state of the consumer services industry in that country.
Social factors
· Population characteristics and educational attainment
· The social stratification of classes and the distribution of authority and resources.
· Intercontinental Hotels Company Plc's industry has a high degree of education and generally high standards of education.
· Culture (gender roles, societal customs etc)
Technological factors
· Competitors of the crown plaza have recently invested in cutting-edge technology.
· The effect of technology on product distribution
· Effect on the value chain structure of the Consumer Services business Effect on the cost structure of the Travel & Leisure industry
Legal factors
· Regulatory framework for preventing monopolization in the tourism sector and beyond.
· Laws prohibiting discrimination
· I.P. (Intellectual Property) law, including copyright and patent protection
· Web shopping and consumer safety
· Norms governing the workplace
Environmental factors
· Weather
· Changing weather patterns
· Environmental pollution laws
· Recycling policies for the tourism and leisure sector Air and water pollution legislation
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The Crown Plaza is a world-renowned hotel. It is the world's preeminent hotel chain because it has consistently used market segmentation, targeting, and positioning to stay at the top. Their market is segmented primarily on the basis of demographics; therefore, items are presented in a variety of brand names, each of which is priced according to the disposable income of its target audience. 
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Businesses regularly turn to digital marketing methods that harness online channels such as websites, social media, and email in order to promote and sell hospitality-related goods and services. These strategies are becoming increasingly popular.
[image: ]
The hotel and hospitality industry is vital to the global economy and trade, and its most important resource is its regular clientele. There is no way for a business to succeed in today's economy without successfully retaining its customers. To achieve this goal, businesses will willingly spend money on strategic planning methods shown to provide the highest levels of consumer satisfaction. As an added bonus, the luxury hotel sector of the hospitality industry stands to benefit from this study. The researcher focused on the luxury market because of its high cultural and societal expectations and the consequently high criteria for consumer satisfaction. But, more time and money will be needed to develop such a study.
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Digital Marketing
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