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The purpose of the Marketing Plan is how to bring new customers to my chosen hotel, Crowne Plaza Hotel, Leeds.  We will be using some key marketing principles like SOSTAC, PEST, SWOT, the marketing mix and the 4P’s.
The micro analysis or SWOT analysis shows that the company is in good shape with the company generating a massive 2.3 billion US dollars in gross revenue in 2021, showing an increase of about 26% from the previous year (Statista, 2022}.
Crowne Plaza Hotel uses a lot of ways to communicate with the public. These include television, radio, newspapers, telephone, internet and direct mail.
Competition among hotels is also important for the hotel industry. Crowne Plaza can use data from its competitors. They can get information about how many hotels are operating in the area. What their prices are. Are they offering similar products. The food and beverage facilities, menus and quality. Find out the popularity of the brand compared to the rest. Compare how the physical appearance of the structure. They can also have a look at the buying power of the buyers, how the local economy is performing and the average wages.
Segmenting the Crowne Plaza Hotel, Leeds, there could be lot of potential customer base. Leeds is a sporting city. There are lots of fans from cricket, football and rugby league. How to attract these fans following their teams to want to come and stay overnight. These could be a family having a weekend out to enjoy sports. It could be for business travellers staying in Leeds for few days. It could be companies holding their meetings at the hotel. It could be used to host weeding ceremonies. The customer profile is likely to be families with high income. It could be some chief executives hosting meetings.
The objective of the plan is to target full capacity within three months. The communications should focus on the target group cited earlier and should reach 90% of this group (Atlassian, 2022).
The InterContinental Group which owns Crowne Plaza said trading continued to be strong in the first half of the year 2022.Crowne Plaza Hotel is a plush hotel. It is in Leeds city centre with an extensive health club, meeting rooms, bar and restaurant and more. They offer a gym, sauna and swimming pool. The rooms are elegantly and stylishly decorated with king size beds and flat screen TV. They have 7 luxurious function rooms. Pricing will be based on what the hotel prices are in Leeds. Checking on various comparison web sites, we can see the range of prices from £33 to £119. The luxury hotels are asking in the range of £70 to £230. We will also consider cost related to research and development, manufacturing, marketing and distribution.Strategy will be based on value positioning. We will offer customers airport pick-ups and drop offs. there will be 24-hour security and reception services. We will offer multiple language desk to make communication with customers easy. Quiet rooms so customers can have a good night sleep (Investopedia, 2020).
We can also use the Bowmans Strategy Clock for a comprehensively map out positions within a marketplace based out price and perceived values (Lucidity, 2022).
There will be joint marketing campaigns. Activities will include advertising, sales, promotions, personal selling and public relations. To emerge stronger from the pandemic, your hotel should develop a multi-channel marketing approach. You can start by building and optimizing a smart hotel media strategy for attracting leisure travelers as well as business from travel sellers ( Amadeus,  2022).
Tourism trade in Leeds is rebounding strongly after the city took a £1bn hit from the Covid pandemic, a hospitality association has found.Visitor numbers over the past 28 days are "comparable" with 2019, Leeds Hotel and Venues Association figures suggest.A recent meeting heard that revenues for hotels and B&Bs were exceeding pre-pandemic levels.The Leeds economy took £1.9bn from visitor trade in 2019, with the figure dropping to £900m in 2020.Leeds City Council's chief officer for culture and economy, Eve Roodhouse, described the current situation as "really positive".Asked about the current state of affairs at a scrutiny meeting, she said: "The Leeds Hotel and Venues Association report that occupancy rates are showing relatively strong signs of recovery" ( BBC, 2022).  
Because of the pandemic hotels, airlines, restaurants, cruise lines and car rentals—has dropped by a large amount. In each industry, the drop is big enough to make people worry about the long-term future of that industry. What is clear, though, is that the cruise industry is where the most serious problems lie. This may not be a big surprise. One reason could be that the ratio of business travellers to leisure travellers is probably lower in the cruise industry than in other industries we looked into. One might think that business travel might get better faster than leisure travel, and our findings support this idea. In spite of the valuable implications for practitioners and researchers presented by this study, there are still some limitations. Researchers could apply our model in other cultural contexts and compare the results in order to validate our proposed model in different societies.
Threats are going to come from different directions. It could be from its competitors. They can be offering the same services but cheaper. The threats could come from Government laws that will not be favourable to the hotel industry. It could also come from threats like another pandemic. It could be caused by instability due to disagreements between state and its people. There could be a financial crisis like the 2008 crises where several banks in the UK collapsed (Skift, 2022).
Hotels must continue to innovate and adapt to the markets available to them. Many businesses have publicly stated their ambitions to cut business travel even as restrictions are lifted. Hotels that previously focussed on the business market should think about how to capture domestic tourism, looking at this as a real opportunity and, as it returns, the international tourism market. Recovery will not be easy or straightforward, but with the right planning and strategy, hotels across the UK can look forward to significantly better trading over the next 12 months (Hospitality Insight, 2022}.
 Hospitality employees have a lot of choices on where they can work. If we can give those employees a great technology experience that helps them do their job well, then we’ve given the hotelier a sustainable competitive advantage in a tight labour market ( Skift, 2022)
We will identify our Unique Seller Proposition (USP), based on price and services. We will campaign on things like providing all of the customer's needs during their stay. Food and drink, gym facilities, sauna and swimming (Shopify, 2022). 
Success can be measured in many ways. We can use the profitability of the plan. It can also be measured by number pf new customers. We can measure it by customer satisfaction and employee satisfaction. We can also use our satisfaction to measure success (Inc., 2022). 
To conclude, we have seen that the hotel industry has seen a revamp in profit. If we have the right strategies, there is good business waiting for us. If we put lot of effort into letting customers find our product, there is great chance that business will grow.
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