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[bookmark: _Toc121140435]Introduction 
Crown plaza hotel is one of the most popular brands in the hospitality industry which aims to facilitate its customers with high-quality services and a good experience. The report is based on learning about the marketing plan adopted by Crown plaza hotel to enhance its business in the hospitality industry. A situation analysis will be provided which includes 5C’s. Smart objectives will be provided to learn about their effectiveness. The strategies and tactics adopted by Crown plaza hotel will be discussed to learn about their impact on business operations. The marketing mix associated with Crown Plaza hotel will be analysed. 




[bookmark: _heading=h.j7qzvszf9f3l][bookmark: _Toc121140436]“Situation Analysis” 
5 'C's
“Company: SWOT analysis”  
	Strength 
	Weakness 

	It has a well-trained and knowledgeable staff (Fahy and Jobber, 2019). It is popular for sustaining the accommodation of international standards.
	It has weak customer relationship management. It is dependent on international travellers. 

	Opportunity 
	Threat 

	It could be used to develop the cross-selling strategy. It could benefit from local sourcing by partnering with local suppliers.
	Rising competition in the hospitality industry (Morrison, 2022). Economic recession could be a threat to the hospitality industry.


Table no 1: SWOT analysis
(Source: created by the learner)
Customers: Crown Plaza hotel tends to cater to business travellers, conventional markets and meetings. When it comes to hotel customers, brand awareness of crown plaza tends to rates at 68% in the UK (Thabit and Raewf, 2018). The hotel believes in adopting the power of human connection to create a meaningful experience. 
[bookmark: _heading=h.rpncwale16iv][bookmark: _Toc121140437]Perceptual positioning maps
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Figure no 1: perceptual positioning map
(Source: created by the learner)

[bookmark: _heading=h.csuafnmlhv8a][bookmark: _Toc121140438]Competitors: 
Porter's five forces is regarded as the model that helps analyse five competitive forces that tend to shape industries' weaknesses and strengths (Blakeman, 2018). 
	Competition rivalry
	Crown plaza hotel being the hospitality industry tends to have huge competition in the market (Hanlon, 2018). 

	The threat of new entry 
	Positioning of crown plaza hotel could be affected by its rival ability to enter the new market.  

	Suppliers power 
	Crown plaza hotels must focus on maintaining cordial relationships with their suppliers along with maintaining simple suppliers (Chernev, 2018). 

	Buyers power 
	The hotel must maintain a proper pricing strategy in the business as it could lead to loss of potential customers. 

	The threat of substitutes 
	As there is an ample number of hotels, the threat of substitutes plays a vital part in crown plaza hotel.


Table no: 2 Porter's five forces
(Source: created by the learner)

Collaborators: Crown plaza hotel tends to announce its global partnership with a global entrepreneurship network (Dolnicar, 2020). The international hotel has signed a franchising agreement to rebrand its three properties such as “Tanzania and Kenya” in order to join IHG portfolio brands. 
[bookmark: _heading=h.j5sf5t9mne65][bookmark: _Toc121140439]“Climate: PESTLE (Macro analysis)”

	Factors 
	Analysis 

	Political factors 
	This factor deals with the government policies and regulations that must be followed by the hospitality industry. 

	Economic factors 
	The inflation rate, foreign exchange rates and interest rates play a vital part in the hospitality industry which could impact the overall business.  

	Social factors 
	These factors deal with cultural trends, population and demographics which could impact the hospitality industry (Solomon et al., 2019).

	Technological factors
	The advancement of technology must be considered by the hospitality industry to enhance its operation in the market. 

	Legal factors 
	These factors deal with consumer laws, labour law and safety standards which must be considered by the hospitality industry.

	Environmental factors 
	The hospitality industry must consider environmental factors while enhancing its business in the market as it has become a critical topic (Quesenberry, 2020). 


Table no 3: PESTLE analysis
(Source: created by the learner)

[bookmark: _heading=h.tl1hhgqwu0yg][bookmark: _Toc121140440]“Objectives”  
The objectives of crown plaza hotel are to offer its customer relaxation and work to business travellers along with satisfying its customer with high-quality services (Morgan et al., 2019). 
[bookmark: _heading=h.mxkds76a48qb][bookmark: _Toc121140441]Strategy 
The value proposition of crown plaza depends on value creation through building a preferred brand, delivering superior owner's propositions and generating revenue through low pricing channels (Chaffey and Ellis-Chadwick, 2019). The hotel adopted “Bowman's strategy clock” to develop its strategy to enhance its business operations. 
[bookmark: _heading=h.g80wwn6e56sy][bookmark: _Toc121140442]Tactics 
The tactics adopted by crown plaza hotel are to deliver a high-quality service to its customers driven by continued investment in upgrading its guest and owner offers along with driving a high-value market (Kadekova and Holienčinova, 2018). 
[bookmark: _heading=h.d5leuuhgjous][bookmark: _Toc121140443]“Marketing mix” 
Product- it is one of the most popular hotel chains that aims at targeting business travellers and meeting planners. It provides its clients with spilling luxury and leisure which is divided into 6 categories of rooms such as “standard rooms, double rooms with double beds, superior double rooms, double rooms with sofa beds and rooms with smoking permitted” (Hutt and Speh, 2021). Every room consists of “air conditioning, wifi, room heaters and TV with satellite channels”. 
Place (Distribution)- the crown plaza hotel operates in nearly 100 countries with more than 431 hotels comprising 18000 rooms. It is located in “coastal towns, city centres, and near major airports and resorts” which tends to provide its customers with easy availability. 
Price-the crown plaza hotel tends to provide its customers with affordable prices with high-quality services (Mohd Sata et al., 2019). The pricing strategy adopted by the crown plaza hotel is that of premium pricing as it aims at value creation through high-quality services. 
Promotion- it adopts the digital marketing platform to enhance its reach to wider populations along with gaining a competitive advantage in the market. it tends to communicate its services through social media platforms such as Face book, Instagram and Twitter to its targeted customers.
[bookmark: _heading=h.askuvggv32iv][bookmark: _Toc121140444]Action
Gannt chart of marketing activities: 
	Task 
	Start date
	End date 
	Duration(days) 

	preparation 
	01-11-2022
	05-11-2022
	5

	market research 
	06-11-2022
	16-11-2022
	11

	marketing channel schedule
	17-11-2022
	25-11-2022
	9

	gathering feedback 
	26-11-2022
	02-12-2022
	7


Table no 4: Gantt chart of marketing activities
(Source: created by the learner)

[bookmark: _heading=h.qy52ijbtqz9f][bookmark: _Toc121140445]Control 
The unique selling point of crown plaza hotel is that of considering itself as a customer along with providing its customers with high-quality services (Beirman, 2020). Its aspiration of breaking through the hospitality sea of sameness helps the brand to differentiate itself from other competitors. a unique selling point would help the Crown plaza hotel to create a brand image along with upgrading its revenue. 



[bookmark: _heading=h.d3sbnlmzi2xu][bookmark: _Toc121140446]Conclusion
The marketing plan associated with the crown plaza hotel has been analysed to learn about its effectiveness in the market. A situation analysis has been provided which includes 5C’s. A SWOT analysis, PESTLE analysis and Porter's five forces have been conducted to learn about its impact on business operations. The smart objective has been provided to learn about their effectiveness. The strategies and tactics adopted by Crown plaza hotel have been discussed to learn about their impact on business operations. The marketing mix associated with Crown plaza hotel has been analysed. The Crown Plaza hotel must focus on enhancing its adoption of the latest technology as it could help in reaching the wider population. It also helps in enhancing its business activities and gaining a competitive advantage in the market. 
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Appendices
Use this space to support your work, you may include tables, diagrams and secondary data to support your discussion which can be referred to in your marketing plan. 
(Text here does not contribute to word count)
(Similarity here does not affect your score)

E.g.  
"The threat of substitutes is high in the budget hotel market as illustrated by Porters 5 forces analysis table (Please see Appendix 1) which has meant that the organisation will need to focus on emphasising the value proposition and differentiation strategies"  

Appendices
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