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Introduction 

This marketing plan aims to drive Ritz-Carlton's success and growth by enhancing brand 

presence, engaging target markets, and optimizing the customer experience. It utilizes 

SOSTAC, Marketing Mix, and Bowmans' Strategy Clock frameworks for a structured and 

data-driven approach. The plan creates a roadmap for marketing activities, aligning them 

with business objectives and positioning Ritz-Carlton as a leader in luxury hospitality. 

Situation Analysis 

Company (SWOT analysis): 

Strengths: Ritz-Carlton - prestigious brand image, exceptional service, and legacy of 

excellence. Strong global presence and loyal customer base. Luxurious accommodations and 

personalized experiences (Hill et al, 2011). 

Weaknesses: Challenges in maintaining consistency and high service quality across locations. 

Higher price point may limit accessibility to potential customers (Jang et al, 2019). 

Opportunities: Expansion into emerging markets, leveraging digital platforms for customer 

engagement, and developing new partnerships. Exploring innovative offerings to attract a 

broader customer base. 

Threats: Intense competition in luxury hospitality industry. Economic fluctuations, changing 

consumer preferences, and unforeseen events impacting travel and hospitality sector. 

Customers (Segmentation and Targeting): 

Ritz-Carlton targets affluent customers who value personalized experiences, exclusivity, and 

exceptional service. Further segmentation based on demographics, psychographics, and 

behaviours allows for tailored offerings and marketing messages (Reisinger and Turner, 

2003). 

Competitors (Perceptual positioning map, Bowmans' strategy clock): 

Ritz-Carlton can use perceptual positioning maps to identify its unique position in luxury, 

service quality, and price, informing its competitive advantage and differentiation. 

Bowmans' strategy clock offers insights into competitors' moves, aiding Ritz-Carlton in 

finding opportunities for innovation and differentiation (Teece, 2010). 

Collaborators (B2B Relationships, Partnerships, Franchises): 

Collaborations with B2B partners, including travel agencies, airlines, and concierge services, 

are crucial for Ritz-Carlton's success (Kumar et al, 2010). They expand the brand's reach, 

enhance visibility, and attract new customers. Franchise agreements facilitate expansion 

into new markets while upholding brand standards and reputation (Collins and Hussey, 

2003). 

Climate (PESTLE analysis): 



Political factors such as stability, government policies, and regulations impact Ritz-Carlton's 

operations (Buhalis and Costa, 2006). Economic conditions, including growth rates, 

consumer confidence, and exchange rates, influence the demand for luxury hospitality 

services (Song et al, 2012). Shifting demographics, cultural norms, and lifestyle changes 

shape customer preferences (Gursoy and Rutherford, 2004). Technological advancements 

require Ritz-Carlton to embrace digital innovations (Sigala and Connolly, 2013). Legal 

compliance with employment, health and safety, data protection, and environmental 

regulations is crucial. Ritz-Carlton aligns its initiatives with sustainability practices and 

considers the impact of climate change on travel patterns (Bramwell and Lane, 2012). 

Marketing Mix: 

Ritz-Carlton's marketing mix comprises luxury hospitality services offered at a premium 

price. The brand strategically selects prime locations, utilizes integrated marketing 

communications, and emphasizes employee training for consistent service (Liu et al, 2017). 

Ritz-Carlton delivers a seamless, personalized experience and reinforces its commitment to 

excellence through physical evidence (Lee et al, 2016). These elements differentiate the 

brand in the luxury hospitality market, attracting affluent customers and enhancing its 

reputation as a leading luxury brand (Kim et al, 2017). 

Objectives 

The objective of this marketing plan is to increase website traffic by 10,000 visits and social 

media followers by 12,000 within the next six months. We will measure the success of our 

plan through key performance indicators (KPIs) such as website analytics, social media 

engagement metrics, and conversion rates. By regularly monitoring these KPIs, we will 

assess the effectiveness of our marketing efforts and make necessary adjustments to 

optimize results. Our target completion date for achieving these goals is six months from the 

start of the marketing plan. 

Strategy 

Ritz-Carlton's marketing strategy will centre around improving its value proposition by 

addressing negative reviews and enhancing the brand's reputation. Ansoff's matrix suggests 

a market development approach, aiming to expand into new markets with existing products 

(Ansoff, 1957). 

To implement this strategy, Ritz-Carlton will revamp its marketing mix. A comprehensive 

reputation management plan will be executed, emphasizing exceptional service and 

personalized experiences through targeted marketing communications. Special promotional 

rates or packages may be introduced to attract new customers and rebuild trust. Digital 

platforms will play a crucial role in reaching and engaging the target audience, showcasing 

the brand's unique offerings and positive guest experiences. 

Operational changes will be made to ensure consistent service quality, including enhanced 

employee training programs aligned with the brand's core values. Ritz-Carlton will also 



explore opportunities to expand into new markets and prime locations, either by opening 

new properties or forging strategic partnerships. 

Tactics 

 

To address reputation issues and meet SMART targets, Ritz-Carlton will utilize the RACE 

framework (Research, Action, Communication, Evaluation). This includes employing various 

communication tactics to enhance the brand's image, engage customers, and improve 

overall effectiveness. 

Research: Conduct in-depth research on customer sentiment, reviews, and feedback to 

understand the specific areas that need improvement. Analyse competitors' strategies and 

identify best practices to guide the development of Ritz-Carlton's communications tactics. 

Action: Based on the research findings, take action to address the identified issues. This may 

involve revisiting certain elements of the marketing mix to align them with the new strategy. 

For example, the pricing strategy could be adjusted to offer special promotions or packages 

to attract new customers and rebuild trust. 

Communication: Develop a comprehensive communications plan that leverages various 

channels to improve brand perception and engage with customers. This includes: 

Social media: Enhance Ritz-Carlton's presence on social media platforms by sharing 

captivating content, customer testimonials, and exclusive offers. Implement targeted 

advertising campaigns to reach new audiences and generate positive conversations. 

Website and online presence: Revamp the website to highlight the brand's value 

proposition, exceptional service, and personalized experiences. Optimize the website for 

search engines to increase organic traffic. Incorporate customer reviews and ratings to build 

trust and credibility. 

Email marketing: Implement a targeted email campaign to nurture customer relationships, 

share exclusive offers, and promote positive guest experiences. Personalize emails based on 

customer preferences and behaviours. 

Evaluation: Continuously monitor and evaluate the effectiveness of the communications 

tactics using relevant metrics. This includes tracking website traffic, social media 

engagement, email open rates, and conversion rates. Adjust the tactics as necessary based 

on the insights gained from the evaluation process. 

By employing these communications tactics, Ritz-Carlton aims to improve its brand 

reputation, address the issues identified in the situational analysis, and enhance customer 

engagement. The changes made to the marketing mix will be focused on areas that directly 

impact the brand's reputation, customer perception, and communication effectiveness. The 

ultimate goal is to rebuild trust, attract new customers, and solidify Ritz-Carlton's position as 

a leading luxury brand in the hospitality industry. 

Action 



Month – Channels - Metrics/KPIs 

Jan - Social Media, Advertising - Increased engagement, website traffic  

Feb - Email Marketing, Direct Mail - Improved open/click rates, response rate  

Mar - Influencer Partnerships - Brand mentions, bookings  

Apr - Website, SEO - Organic traffic, conversions  

May - Events, PR - Attendees, media coverage  

Jun - Referral Program - Referrals, conversions  

Jul - Paid Search, Online Booking - Click-through/conversion rates, bookings  

Aug - Content Marketing - Blog subscribers, engagement  

Sep - Email Marketing, Loyalty - Bookings, member sign-ups  

Oct - Social Media, Advertising - Followers, ROI  

Nov - Direct Mail, Website - Response rate, conversion rate  

Dec - Events, PR - Bookings, holiday promotions 

The marketing channels schedule aims to achieve specific objectives and follows the RACE 

framework. Metrics and KPIs are used to track performance and effectiveness. 

Control 

To measure marketing plan success, Ritz-Carlton will use metrics aligned with objectives. 

New customers will be tracked through bookings and acquisition cost per customer. 

Attitudes towards the brand will be assessed through customer satisfaction surveys, online 

reviews, and social listening. Profit increase will be measured by revenue growth, average 

transaction value, and return on marketing investment (ROMI). These metrics align with 

goals and provide insights into customer acquisition, brand perception, and financial 

performance. Regular monitoring and analysis will enable data-driven decisions for 

continuous improvement. 

Conclusion 

The marketing plan for Ritz-Carlton focuses on addressing challenges and seizing 

opportunities in luxury hospitality. The strategy aims to enhance reputation, expand into 

new markets, and engage customers through targeted communications. Tactics like social 

media, website optimization, email marketing, and influencer partnerships will be employed 

to improve brand perception and attract customers. Metrics and KPIs, such as customer 

acquisition, brand sentiment, and financial performance, will measure success. Continuous 

monitoring and analysis enable data-driven decisions for ongoing improvement. 
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