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 Introduction:
The main purpose of this marketing plan is to attract new customers to Crowne Plaza Phu Quoc Starbay.
Crowne Plaza Hotel & Resorts is part of InterContinental Hotel Groups and the hotel chain belongs to the premium collection along with Voco, Hualuxe and Even Hotels. ( IHG, 2022)
Crowne Plaza hotels & Resorts are located in over 60 countries all around the globe with approximately 400 units located in major urban centres, gateway cities and resort destinations. The  mission statement of the hotel chain is “To create great hotels guests love”. ( Crowne Plaza, 2022)
Crowne Plaza Phu Quoc Starbay is located on the beach, in the elegant resort of Bai Dai, is a premium contemporary concept , which put together stylish rooms, suites and villas. ( Crowne Plaza Phu Quoc Starbay, 2022)
The method used in the development of the marketing plan is SOSTAC. SOSTAC sums up the key elements of a marketing communication plan that leads to an easy fixation in the manager's memory includes the following: strategy analysis, objectives, strategy, tactics, actions and control. (Smith & Ze, 2020, p.264)
Situation Analysis
5 'C's
-Company: SWOT analysis (Micro analysis) 

	STRENGHTS
	WEAKNESSES

	· Relationship focus and customer experience
· Strong financial position
· Relationship with partners 
· Spacious rooms
· Nice view
· Friendly staff
	· Less promotional activities
· High pricing
· High maintenance and staffing costs
· Far from city centre
· Difficult ways of transport

	OPPORTUNITIES
	THREATS

	· Tourism attractions
· Expansion of the hotel
· Increase in tourism
· Investing in digital marketing
	· Impact of Covid 19 in hospitality industry
· Increasing numbers of budget hotels with better services
· Natural disasters
· Military conflicts


-Customers: 
The target clients for Crowne Plaza are mostly represented by men with a presence of 60%, the female side having a percentage of 40%. The clients belong to the category of people with a contemporary mentality who travel for work and combine work with pleasure, these being frequent users of the hotel. EMEAA Crowne Plaza Brand Summary ( IHG, 2022)
-Competitors: The main competitors for Crowne Plaza Hotels & Resorts are Sheraton Hotels & Resorts, Ritz Carlton, Raffles, Marriot Hotels and Resorts.
-Collaborators: 
The partners of Crowne Plaza Hotels & Resorts are Cleveland Clinic, Ecolab and Diversey. ( IHG, 2022)
-Climate: PESTLE (Macro analysis) 
Major changes in any Pestel component can lead to a significant impact with a positive or negative result on the hospitality industry, as a result, hotels have imposed limits on Pestel's influences. (Bowie et al. 2017, p.13)

	POLITICAL
	ECONOMICAL
	SOCIAL
	TEHNOLOGICAL

	· Fear during presidential election
· Taxes
· Wars
· Level of corruption
· Favoured trading partners
	· Weakened
· Economic cycles
· Currencies
· Big investment in hospitality sector
· Labour costs and productivity in the economy
· Inflation rate
	· Skill level of population
· Culture
· Leisure interests
	· Reviews
· Social media
· Intelligent communications
· Rate of technological diffusion




Objectives:
-SMART target: 
The objectives clearly achieved are brought to the attention of the manager by the SMART strategy. This is designed to determine whether or not they have been effective. ( Bowie et al. 2017, p.376) 
Smart meanings are the following: S from Specific, M from Measurable, A from Actionable, R from Relevant, T from Time-Bound. For the proposed marketing plan, the smart target it is:
S: To increase room occupancy from 48% to 53% by the end of 2023.  Other financial information ( IHG, 2021)
M: The hotel wants to accomplish this target by the end of the year. 
A: The hotel determinates where its advertising will be most effective.
R: The application will be launched to customers starting with 1st April 2023 and data will be collected and positive and negative reviews in order to improve it.
T: After collecting data after 3 months of launch will be made an upgrade to improve the mode of operation and customer satisfaction.

Strategy:
The marketing plan for attracting new customers and increasing the number of bookings with 5% in a period of 12 months, consists in implementing a new application. The application will be called “Easy to be the boss” and has as main target men aged between 35 and 55 years, with higher education, with an above average income and working in a corporation. The application will be installed on the smart TVs in each hotel room and will send the guest's requests directly to the suitable department. Also, the application can be installed free of charge on the device of any client and can be used throughout the accommodation period even from outside the hotel. The customer can request: booking a certain table in the restaurant at the chosen time, requesting a certain dish from the restaurant's menu, room service, requesting a taxi, requesting a cleaning service in the room, laundry and ironing service, booking a conference room or separate room for a virtual working session, booking a massage service, sauna, yoga, tennis or other service provided by the hotel.
Marketing mix: 
With the help of the marketing plan and the development of a successful program, brands can enjoy major benefits. (Ryan, 2017, p.326)
-Product - Besides the luxury offered by the hotel, the friendly staff and the special location on the ocean shore, the hotel offers a new application meant to increase the comfort of the clients.
-Place (Distribution) – The application it will be installed on all the TVs in the hotel’s rooms and also the client can easily instal it on any personal device.
-Price – Customers will enjoy a 10% discount on any return in the next 3 months. Also, on the recommendation of the hotel to a friend / family, both the old and the new client will have a 5% discount.
-Promotion – Almost 400 000 people follows the Crowne Plaza Facebook page and approximate 21.000 on the hotel’s  Facebook page. (Crowne Plaza, 2022)  However, its Instagram page has just over 46 thousand followers and 2 800 for Crowne Plaza Phu Quoc Starbay. (Crowne Plaza, 2022). 
The main ways of promotion will be the online ones through: e-mails to the member clients of the Crowne Plaza, on the official website and on the social media networks.
Also, a large international project will be started in the big capitals, through bright advertising posters placed on the big boulevards with the new facility of the hotel.
Creating Customer Value and Engagement:
From the point of view of the marketing concept, promotion through online channels means leads to Act and attracting new customers, those who now find out about Crowne Plaza hotel, or those who are undecided, but are attracted by the new concepts.
Action:
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-Gannt chart of marketing activities: 
In the Gannt chart is highlighted the strategy market starting from the concept plan until the opening, taking into account the opinions of the clients and their feedback. The promotion was made on the most accessed ways by the targeted customers.​

Conclusion:
After the first year of the inauguration, it is desired to implement this strategy in other locations of the hotel chain, as having the new application for the customers it is an improvement and the benefits brought are more important than the investment necessary for the development of the application in as many locations as possible.
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