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[bookmark: _Toc120725518]Introduction
In the modern era of business, like any other functional unit, marketing is the one that connects the customers to the business. Business organizations are now using marketing plans for organizing their marketing plan so that they can implement the functions and operations of marketing productively and achieve the result. This marketing plan is based on The Crown Plaza which is located in Grand Parade, East Bourne, UK. The hotel has been facing some issues regarding reducing the level of customers (Abrams et al., 2018). This marketing plan will discuss the micro environment, macro environment, 4p's of marketing, swot analysis along with some other marketing factors to provide this hotel with a chance to regain its position in the market.


[bookmark: _Toc120725519]Situation Analysis
A SWOT analysis is given below for The Crown Plaza.
	Strength
	The biggest strength of this hotel is its placement. This is very close to the beach with a great beach view.

	Weakness
	Their current services do not fully match the trendy vacation facilities.

	Opportunity
	The Crown Plaza can regain its position in the market by implementing some unique services for couples and also for the family (Annacchino, 2017). For example, some water activities are included with the room bookings.

	Threats
	Currently, there are some other hotels with the same price range which provide better services. This can be a threat to them.


[bookmark: _Toc120725520]Customer segmentation and targeting
The targeted customer for The Crown Plaza is the couple and families who love to stay close to the beach and also love the beach view. As there are some other hotels in that place and the place is always at the top of the list for customers, The Crown Plaza can grab a large number by increasing their services (Mark, 2018). The other hotels are not providing good honeymoon facilities. So this can be a focusing point for attracting couples to the hotel. 
[bookmark: _Toc120725521]Porter’s five forces 
	The threat of new entrants
	This is a demanded place for people. So there can be new hotel openings soon.

	Bargaining power of the buyer
	As there are several hotels offering services, customers get a wide chance of bargaining.

	Threat of substitutes
	Substitutes can be counted as Airbnb, Homestay services, etc.

	Threat of suppliers
	The supplier's section in this place is very large (CORPORATION, 2019).

	Industry rivalry
	The competition for grabbing customers between the hotel can be counted as a rivalry.



[bookmark: _Toc120725522]Collaborators
The Crown Plaza has been doing business with a good image for a long time. Their B2B business handling has been professional and all the suppliers are happy with them (CORPORATION, 2019). The partnership of this hotel with the other stakeholders and franchising are also noticeably good.
[bookmark: _Toc120725523]PESTLE analysis
	Political
	The political situation in the UK has stabilized and welcoming for the hotel business.

	Economical
	People have a decent income level and want to spend on vacation activities.

	Social
	There is no social boundary for the people to take services of the hotels.

	Technological
	The UK has always developed in this sector and hotels are also adopting this.

	Legal
	The legal factors are supporting the local business.

	Environmental
	The climate and weather are suitable for the hotel business in this area.



[bookmark: _Toc120725524]Objectives by the SMART method
Specific: The objective of this marketing plan is to help The Crown Plaza to regain its position in the market by attracting more customers (Crawford & Anthony, 2015).
Measurable: This objective is needed for this hotel because of reducing the customer level to a large number.
Attainable: This objective is achievable for The Crown Plaza with some marketing strategy and tactics implemented.
Relevant: As with the other hotel's practices in that area, the objective of grabbing customers is fully relevant (Croft, 2014).
Time-based: The whole plan will take around 1 month to implement fully in all the areas.
[bookmark: _Toc120725525]Strategy
The Crown Plaza has been doing business with a good image for a long time but currently, they are losing with some facilities that reduced the customer level. By fulfilling these lacking, the hotel can regain its old position in the market (Engel et al., 2017). The organization is different from the others in that area because of their professional customer service, digital hotel booking system, clean environment and some other facilities. The targeted customer segments for this plan is the couple and families who like to stay close to the beach on their vacation (Frank et al., 2013). These facilities of The Crown Plaza can attract the targeted customers by implementing some changes according to this plan. 
According to Bowman’s strategy clock, The Crown Plaza can choose a Hybrid and Risky High Margin strategy. A hybrid strategy will allow them to set the price medium and the risky margin strategy will allow them to use their previous brand value to attract new customers. 
[bookmark: _Toc120725526]Tactics
Marketing mix
Product: Currently the Crown Plaza is offering proper beach view hotel rooms for their customers. The rooms are for couples and families. This hotel has known for its clean and suitable environment for spending vacations (Nordhielm, 2016). So, adding some more value to the product line will attract new customers to this hotel.
Place: The target customers can be reached by the hotel's new or altered services through social media, its websites and some other sources like travel agencies. This can easily get a new customer base to the hotel. The distribution channel will be simple as this hotel has only one branch to overcome the current issues (Palmer & Worthington, 2016). The branches in Eastbourne, UK will focus on this marketing plan to serve the customers in a better way.
Price: The pricing will be at the medium level so that a maximum number of people can take the services. Currently, the other hotels in this area are setting high prices to meet the expenses and margin rate. But The Crown Plaza can set the price with a low margin for a certain time to grab new customers (Westhuyzen & Merwe, 2017). They can also think about high margins after stabilizing the situation with the new customers. 
Promotion: The promotional activities can be based on the online sector. As people spend more time on social media, social media banners and posters can be used for attracting customers (Wedel & Kamakura, 2013). Travel agencies which are linked with the Crown Plaza can be utilized for these actions too. Some promotional campaigns can be arranged on the beach like beach activities to grab customers in the upcoming times. 
[bookmark: _Toc120725527]Action
[image: ]
The project will start on 21st November 2022 with the first act of preparation. This action will take 1 week to complete and step to the further step which is to market research. This action has a time frame of 1 week also and will complete on 4th December 2022. On the following day, the marketing channel schedule will start and will finish on 11th December 2022. The last task will start on 12th December 2022 the whole project will be completed on 19th December 2022. 
[bookmark: _Toc120725528]Control
The whole marketing plan can be controlled and measured the success by the increasing rate of hotel room booking in the online and offline sectors. The hotel can feedback from the customers to know why they choose this hotel (Parmerlee, 2014). This can also help them to know the success of this plan. The increasing or decreasing profits for a certain amount of time also let the hotel know about the success of the plan.


[bookmark: _Toc120725529]Conclusion
Completing the whole plan can be a challenge for The Crown Plaza because in the current market there is a wide range of options to choose from for customers. In addition, completing the tasks within the period can be a challenge for the hotel as well. The hotel can change some of its actions to focus only on implementing this plan. This may increase the chance of turning the result into positive ones. 
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Introduction

This presentation intends to highlight the current
challenging situation of a famous hotel named
The Crown Plaza. The hotel has been doing
business for a long time but in recent times, they
are facing some issues with the reducing level of
customers. This presentation will show a
marketing plan for recovering the issue for this
hotel. This marketing plan can help them in the

future to have better control over the market.

CROWNE PLAZA

HOTELS & RESORTS
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Target market

Their target market can be considered couples and families
who like to stay close to the beach and want a less crowded

and soothing environment to spend their vacation.

The Crown Plaza has a marketing slogan which is "Stay close to

the beach"
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Micro (SWOT Analysis)

Strength

The biggest strength of this hotel is its placement. This is very close to the beach with a great beach view.
Weakness

Their current services do not fully match the trendy vacation facilities.

Opportunity

The Crown Plaza can regain its position in the market by implementing some unique services for couples and also for the family

(Annacchino, 2017). For example, some water activities are with the room bookings.
Threats

Currently, there are some other hotels with the same price range which provide better services. This can be a threat to them.
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T
Porter’s five forces

As there are several hotels offering services, customers get a wide chance of
bargaining.

Substitutes can be counted as Airbnb, Homestay services, etc.
The supplier's section in this place is very large (CORPORATION, 2019).

The competition for grabbing customers between the hotel can be counted as

a rivalry.
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Macro (PESTLE Analysis)

The political situation in the UK has stabilized and welcoming for the hotel

business.

People have a decent income level and want to spend on vacation activities.
There is no social boundary for the people to take services of the hotels.
1=y e[ The UK has always developed in this sector and hotels are also adopting this.
Legal The legal factors are supporting the local business.

30y qi=10 The climate and weather are suitable for the hotel business in this area.
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Objectives by the SMART method

Specific: The objective of this marketing plan is to help The Crown Plaza to regain its position in the market

by attracting more customers (Crawford & Anthony, 2015).

Measurable: This objective is needed for this hotel because of reducing the customer level to a large

number.

Attainable: This objective is achievable for The Crown Plaza with some marketing strategy and tactics

implemented.

Relevant: As with the other hotel's practices in that area, the objective of grabbing customers is fully relevant

(Croft, 2014).

Time-based: The whole plan will take around 1 month to implement fully in all the areas.
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Tactics-Marketing Mix

Product: Currently The Crown Plaza is offering proper beach view hotel rooms for their customers. The rooms
are for couples and families. This hotel has known for its clean and suitable environment for spending vacations

(Nordhielm, 2016). So adding some more value to the product line will attract new customers to this hotel.

Place: The target customers can be reached by the hotel's new or altered services through social media, its
websites and some other sources like travel agencies. This can easily get a new customer base to the hotel. The
distribution channel will be simple as this hotel has only one branch to overcome the current issues (Palmer &
Worthington, 2016). The branches in Eastbourne, UK will focus on this marketing plan to serve the customers in

a better way.
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Tactics-Marketing Mix

Price: The pricing will be at the medium level so that a maximum number of people can take this services. Currently,
the other hotels in this area are setting high prices to meet their expenses and margin rate. But The Crown Plaza can
set the price with a low margin for a certain time to grab new customers (Westhuyzen & Merwe, 2017). They can also

think about high margins after stabilizing the situation with the new customers.

Promotion: The promotional activities can be based on the online sector. As people spend more time on social media,
social media banners and posters can be used for attracting customers (Wedel & Kamakura, 2013). Travel agencies
which are linked with the Crown Plaza can be utilized for these action too. Some promotional campaigns can be

arranged on the beach, like beach activities to grab customers in the upcoming times.
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Control

The whole marketing plan can be controlled and measured the success by the increasing
rate of hotel room booking in the online and offline sectors. The hotel can feedback from
the customers to know why they choose this hotel (Parmerlee, 2014). This can also help
them to know the success of this plan. The increasing or decreasing profits for a certain

amount of time also let the hotel know about the success of the plan.
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Conclusion

Completing the whole plan can be a challenge for The Crown Plaza because in the
current market there is a wide range of options to choose from for customers. In
addition, completing the tasks within the period can be a challenge for the hotel as
well. The hotel can change some of its actions to focus only on implementing this

plan. This may increase the chance of turning the result into positive ones.
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