BMIH4005 Marketing Essentials A2



Your name:Lacramioara Popovici
Your student ID number :2222618
The module title: Marketing Essentials BMIH4005 
Your lecturer’s name: Ruth Taylor - Davies
Word Count :1206










Individual Presentation and Supporting Marketing Plan

Introduction
A marketing plan is all about the specification of some major marketing strategies and actions (Bowie et al., 2017). This report is based on specifying a marketing plan that can uphold a new marketing strategy for serving the customers of the business. In this case, Crown Plaza is a British multination hotel and resort business that indulges in serving targeted customers efficiently. Now, this multinational hotel chain is focusing on recovering from the disastrous consequences of the pandemic situation. In this case, this business needs to represent a new marketing strategy for attracting new customers. That is why situational analysis and marketing mixes are envisaged for conducting the overall marketing planning of this business. 


Situational Analysis
For conducting this analysis, 5C’s are going to be considered including the internal and external issues of the business, named Crown Plaza. 
Company
	Strength
	Weakness

	· Strong brand image and portfolio
· Strong development plan
· Strong sales network
· Largest loyalty program
· Resilient business model.
	· Reliability of human capital
· Poor financial performance with decreasing revenues since March 2020. 
· High price of services and high-cost structure. 

	Opportunities
	Threats

	· Proper utilization of modern technology
· Dealership with Chinese suppliers
· Fastest growth and the most profitable segment after the pandemic situation. 
	· Rising inflation rate
· Decline in currency value
· New innovating concepts
· Threats of competition in the global market.



(SWOT analysis framework attached to the appendix)





Customers
	Market segmentation
	Targeting
	Customer Segment

	Upscale market segmentation is followed. This upscale market segmentation indicates high quality (Clow & Baack, 2013); and is intended to be purchased by rich people. 
	High-quality, mostly full-service hotels with moderate to high room rates seeker.
Less luxurious than upper upscale 
	Urban locations but also appealing to the leisure guest. 
International guests looking for upscale facilities in the hotel. 



Competitors
Perpetual Positioning Map: In terms of high quality and high price, Boutique Hotel, Hilton, and Best Western are the most renowned competitors in the market. Besides, Four Seasons, Sheraton, and Residence are also popular five-star hotels.  B & B indulges in providing high-quality services at low cost which is followed by Travelodge in the market. (Positioning map attached in the appendix). 
Bowman Clock Strategy: According to this marketing tool, risky and high margins are always offered or envisaged by Hilton, Best Western, and Boutique. Four Seasons and Sheraton prioritize hybrid marketing. B & B focuses on implementing a low-cost leadership strategy. (Figure attached in the appendix)
Collaborators
Crown Plaza is a subsidiary of InterContinental Hotels (Source: Crown Plaza, 2023). This hotel chain business envisages the upscale division of Holiday Inn. 
Climate
PESTEL analysis is presented below:
	Particulars
	Factors

	Political
	· Brexit
· Trade policies
· Invasion of Russia

	Economic
	· Inflation rate.
· Declining currency value
· Increasing unemployment rate

	Social
	· Change in taste pattern
· Increasing number of guests having the ability to pay for high

	Technological 
	· Technological advancement
· Robotics services
· Digital marketing

	Environmental
	· Environmental pollution
· Climate change

	Legal
	· Immigrant law
· Employment acts.





Objectives
SMART objectives
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	

To develop the financial performance of Crown Plaza
	To increase the number of guests by 25%
	To implement intelligent robots for cleaning and providing guest-room services to the guests.
	By making a partnership with a Chinese company, named Roborock which will supply robotic
	By the end of June 2023

	
	To increase the profit margin by 10-12%
	To get customer feedback seriously and start working on it. 
	By setting up a customer feedback box at the entrance and promoting online customer feedback
	By the end of March 2023





Strategy
A value proposition of the business can help communicate the goods and service benefit the business determines to deliver to the targeted customers (Dwyer, 2016). It combines all kinds of benefits, favorable points of divergence, and resonating concentration. 
Crown Plaza’s value proposition represents its upscale services. Due to the threat of spreading Covid-19, robotic staff will be implemented within the hotel that will indulge in cleaning and providing potential services to the guests. It will create differentiation and help direct communication. As a result, there will be no chance of getting infected as the particular staff for serving the customers will be a robot. 
Robotic services can serve customers that can ensure guests about their health safety and security (Ryan, 2012). As a result, targeted customers can be provided with upscale services. All high-quality, less luxurious, upscale, urban, international guests can be made satisfied by such unique ideas of services. 


Tactics
Marketing mix: Four major marketing components will be focused on in this case. 
Product: Crown Plaza Provides hotel and resort facilities and services to the targeted guests. In this case, quality services are a major issue for hotels in the sector. Like others, Crown Plaza also envisages these quality services (Matthew, 2010). Its upscale hotel services are based on providing less luxurious services to the customers. 
Place: Placing should be conducted efficiently regarding the target market. Crown Plaza is a subsidiary hotel of InterContinental Hotel that is known as a British multinational hotel business. It has now 431 hotels in different locations where its last branch was launched in Prague but it headquarter is in London, UK. 
Price: Based on the customer’s behavior and traits including previous purchases and the capability of spending, differential pricing is envisaged (Kotler et al., 2017). Crown Plaza also envisages this kind of pricing strategy for itself. Besides, upscale target pricing is also envisaged which indicates the utilization of deposit advertising programs for appealing to customers with higher value. 
Promotion: Email marketing is quite essential. Crown Plaza always focuses on inviting its targeted customers via email and representing its new offers and discounts (Kotler et al., 2020). Besides, social media marketing, like Facebook, Instagram, etc. can help explore the concept of a promotional mix. 


Action
	
	
	Week-1 to 3
	Week-3 to 5
	Week-6 to 9

	
	
	Mon
	Tue
	Wed
	Thu
	Fri
	Sat
	Sun
	Mon
	Tue
	Wed
	Thu
	Fri

	
	Media Channels
	
	
	
	
	
	
	
	
	
	
	
	

	Awareness
	Website
	 
	
	
	
	
	
	
	
	
	
	
	

	
	LinkedIn 
	
	 
	
	
	
	
	
	
	
	
	
	

	
	Twitter
	
	
	 
	
	
	
	
	
	
	
	
	

	
	Facebook
	
	
	
	 
	 
	 
	
	
	
	
	
	

	
	Instagram
	
	
	
	
	
	 
	 
	
	
	
	
	

	Lead generation
	Google
	
	
	
	
	
	
	 
	 
	
	
	
	

	Nurture
	Email marketing
	
	
	
	
	
	
	
	 
	 
	 
	
	

	Sales Enablement
	Management platform
	
	
	
	
	
	
	
	
	
	 
	 
	 

	
	Webinar platform
	
	
	
	
	
	
	
	
	
	
	
	 



Justification
From week-1 to week-5, awareness will be generated via digital marketing and social media marketing. From week-5, google and email marketing channels will be envisaged for lead generation and nurture respectively. Sales enablement will be considered in both the management platform and the webinar platform. 


Control
Success will be measured by observing the total number of guests and profit margin (Jobber & Ellis-Chadwick, 2020). Besides, positive reviews of the guests and their frequent appearances in the hotel will also help determine the success of the entire marketing plan of the business. 
Key Performance Indicators, like gross profit and net profit margin, can also support assessing the entire financial performance after implementing and executing the marketing plan within the hotel premise. 


Conclusion
After presenting the entire marketing plan, Crown Plaza can develop its financial performance by the end of June 2023 if it can implement core strategies and actions efficiently. It is quite essential to uphold the new actions and objectives of Crown Plaza in front of its targeted upscale customers significantly. Appropriate marketing media channels in particular schedules can help obtain the ultimate objectives of this multinational hotel chain. 
Recommendation
· The HR of Crown Plaza should hire skilled and talented marketing executives for this marketing plan,
· It should strengthen the marketing channels,
· It should promote the plan among targeted customers. 
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Situational Analysis: Company

Strength Weakness

•

Strongbrandimageandportfolio

•

Strongdevelopmentplan

•

Strongsalesnetwork

•

Largestloyaltyprogram

•

Resilientbusinessmodel.

•

Reliabilityofhumancapital

•

Poor financial performance with decreasing

revenuessinceMarch2020.

•

Highpriceofservicesandhigh-coststructure.

Opportunities Threats

•

Properutilizationofmoderntechnology

•

DealershipwithChinesesuppliers

•

Fastestgrowthandthemostprofitablesegment

afterthepandemicsituation.

•

Risinginflationrate

•

Declineincurrencyvalue

•

Newinnovatingconcepts

•

Threatsofcompetitionintheglobalmarket.

Source: (Clow & Baack, 2013)
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Situational Analysis: Competitors

High quality and price Five-star hotel High quality and low cost

• Boutiquehotel

• Hilton

• BestWestern

• FourSeasons,

• Sheraton

• Residence

• B&B

• Travelodge

Source: (Jobber & Ellis-Chadwick, 2020)
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Situational Analysis: Competitors

Risky and high margins Hybrid Marketing Low cost
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Source: (Jobber & Ellis-Chadwick, 2020)
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Climate: PESTEL analysis

Particulars Factors

Political

•
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•
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•
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•

Technological advancement, Robotics services, and Digital
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Environmental

•

EnvironmentalpollutionandClimatechange

Legal

•

ImmigrantlawandEmploymentacts.

Source: (Smith & Zook, 2023)
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SMART objectives

Specific Measurable Achievable Relevant Time-bound
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onlinecustomerfeedback

By the end of March
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Source: (Clow & Baack, 2013)
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Marketing Mix: 4P’s

Product/Service Price

•

Hotelandresortfacilitiesandservices

•

Upscalehotelservices

•

Differentialpricing

•

Upscalepricing

Place Promotion

•

Multinationalcompany

•

431hotels

•

Emailmarketing

•

Socialmediamarketing

•

Billboardmarketing

Source: (Jobber & Ellis-Chadwick, 2020)
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Conclusion

Finally, after completing the entire presentation, it is understood proper implementation
and execution of a marketing plan can help develop financial performance. For developing

the existing marketing position, such actions and phases need to be implemented
appropriately.

Recommendation
Crown Plaza should focus on hiring appropriate candidates, strengthening marketing
channels, and promoting the marketing channels appropriately.
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