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1 [bookmark: _gjdgxs]Introduction 
Ever since the world was shaken to the core by the nearly-catastrophic COVID-19 pandemic, nothing has been the same, and the UK is no less different in this impact. However, its conditions are worsened due to political unrest, its imminent departure from the EU, and people still recovering from the pandemic. Therefore, the country's current environment has surged new customer preferences almost everywhere, so the hospitality industry has to take note of these, too. Hence, this marketing report is for Ritz Carlton, an American multinational luxury hotel chain with operations expanding in more than 30 countries and working under its parent organization, Marriott (About Us – Ritz Carlton, 2022). The targeted geographical area is London, UK, as the hotel's biggest presence on this island is here.
2 [bookmark: _30j0zll]Situational Analysis 
2.1 [bookmark: _1fob9te]SWOT Analysis
	Strengths
	Weaknesses

	· High-quality service.
· Strong brand presence.
· Empowered employees, mostly due to the robust reward system (Xiong et al., 2019).
· The parent company, Marriott, adds brand value due to its popularity.
· Customers have widely reported positive experiences (Krismasari et al., 2020).
	· The brand name is associated with extravagance, so people in financial crises are hesitant to approach it.
· UK’s economic status can take a toll on spending power.
· Declining business due to COVID-19 aftermath.

	Opportunities
	Threats

	· Obtain flexible pricing for different types of customers.
· Increase customer base by presenting special packages or deals.
· Establishing new branches in London, especially near popular areas like Trafalgar Square.
	· Intense competition by other luxury hotels in London.
· Increasing operational costs due to economic upheavals.
· Declining tourism still due to people’s disinterest in travelling after the pandemic (Sheresheva, 2020).



2.2 [bookmark: _3znysh7]Segmentation and Targeting
Typically, Ritz Carlton targets those customers who can afford its premium-priced services, namely people who belong to the upper class, are businessmen, or who prefer luxury mixed with comfort (Krismasari et al., 2020). It is positioned as a brand that aims to create memorable moments for its guests, but considering the current UK situation, the segments will also include customers who are willing to try flexible pricing and prefer cleanliness over anything else.
2.3 [bookmark: _2et92p0]Perceptual Positioning Map
[image: ]
2.4 [bookmark: _tyjcwt]PESTLE Analysis 

	Factors
	The Trends

	Political
	Political unrest due to the recent Prime Minister change, Her Highness's death, and the country's astonishing departure from the European Union impacted the industries present.

	Economic
	After ricocheting due to the pandemic and Brexit, the UK’s economy still has a long road to cross for recovery, but its GDP is healing, with its current stance at 3.18 trillion USD (World Bank, 2022). The country’s hotel sector is now worth more than 16 billion pounds (IBIS World, 2022). 

	Social
	As the 21st century moves on, so do people’s preferences. Trends play a major role here, so hotels concentrate on the growing popularity in social media travel blogging, online hotel reviews, and the appreciation of diverse services, which is why digital marketing is considered (Moore et al., 2015).

	Technological
	The UK's hotel industry is no stranger to technology due to its continuous innovation and improvement in various functions – a behaviour that accelerated after the pandemic. Now, the industry boasts chatbots for questions, contactless payments, online bookings, and even automated receptions (Kim et al., 2017).

	Legal
	Several laws in the UK apply to the hotel industry, and international brands like Ritz Carlton have to pay extra heed to them to stay in the country’s good graces. These include a lot of liabilities, including safety regulations and copyright laws (Assetsure, 2022)

	Environmental
	Air pollution is becoming more alarming by the minute in the UK, mainly because of its industrial and urban activities, and this increases climate change threat (Carnell et al., 2019). Hence, companies like hotels are expected to exhibit responsible behaviour to combat this threat.



3 [bookmark: _3dy6vkm]Objectives
The new marketing objectives for Ritz Carlton London are shown below:
· To adopt flexible pricing for different types of customers.
· To introduce various rooms for different types of customers.
· To gain at least 5% increase in London’s occupancy rate before the year ends.
· To advertise cleanliness and comfort besides the elegance and luxury in new digital and traditional posters.
· Gain 10% boost in revenue in the early half of 2023.
4 [bookmark: _1t3h5sf]Strategy
Ritz Carlton is a worldwide renowned hotel chain whose value proposition is designed around their customers' genuine care and comfort. Retrospectively, the hotel brand obliges to the value proposition by providing their guests with esteemed care, highly optimized services and specialized facilities to cater for them with a comfortable ambience  (Ritz Carlton, 2022). The hotel's staff customer obsession sets them apart from their competitors. Additionally, given the circumstance in this post-pandemic era, Ritz Carlton seeks to include sanitary products and facilities in its room services because the majority of its consumer base expects the chain to value cleanliness after COVID. Such facilities would include frequent changing of bed sheets, sanitizers available anywhere and sterilized toilets. Further, due to Brexit’s effect on the UK, Ritz Carlton suffered a loss in audience and market (Econbrowser, 2018). Thus, after including COVID precautions in its services, the hotel can cover the audience and market gap.  
5 [bookmark: _4d34og8]Tactics 
5.1 [bookmark: _2s8eyo1]Product
The luxury hotel chain currently offers beds, bed sheets, curtains, linens, pillows, spa facilities, fragrances and interior decorations other than hotel rooms and resorts. Ritz Carlton also offers travelling packages which comprise gifts such as travelling moisture creams, boots and slippers and fragranced candles (Ritz Carlton Shop, 2022). However, after COVID, Ritz Carlton would indulge in a policy for cleanliness and refinement in the production and deliverance of the products. Further, the hotel intends to monitor frequent changing bed sheets and toiletries while providing safe food products.
[image: ]
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5.2 [bookmark: _17dp8vu]Place
Ritz Carlton is present in over thirty premium countries, including the UK, China and Qatar. The hotel chain's headquarters lie in Maryland, US, while its distribution channels are various to note. Customers of the renowned hotel chain can locate it on their official website or contact the staff through social media apps, such as Twitter and Instagram (Lee and Kwag, 2017). In hindsight, in the post-pandemic era, Ritz Carlton is looking forward to focusing on the distribution of its products through social media applications since such distribution is a lot accessible, and customers are likely to stay engaged with the hotel's newly released products and discounts. 
5.3 [bookmark: _3rdcrjn]Pricing
At the moment, Ritz Carlton has possessed a premium pricing strategy, which permits the hotel to charge their high-profile elite-class clients more than the general ones. The hotel caters to more beneficial gifts and services for higher and premium prices, focusing more on customer satisfaction (Lee and Kwag, 2017). Now, considering the situation after COVID and Brexit, Ritz Carlton plans on slightly modifying its pricing strategy. They will continue to use their premium strategy but will make it more flexible and accessible for general clients. 
5.4 [bookmark: _26in1rg]Promotion
Ritz Carlton reportedly obliges to their mouth of the word strategy. This strategy enables the hotel chain to get advertised physically, which evidently has more effect on the audience than digital promotion. On the other hand, Ritz Carlton has initiated a reward program in light of its promotional strategy, where its clients are rewarded with points for longer stays and recommended visits, which makes them earn gifts. They also promote through online advertisements (Lee and Kwag, 2017). After COVID, Ritz Carlton seeks to market their brand visibility through social media apps and focus its promotion through its official website as well. 
[image: ]

6 [bookmark: _lnxbz9]Action
[image: ]
In order to detail the company’s actions in light of the new marketing plan, the Gantt chart above can be observed. The different activities with specific set timelines are given, but these may not be accomplished as scheduled due to busy days and wavering hours where time and energy might not be enough to complete these tasks as per the chart. However, this timeline gives an idea on the set actions required for making these new marketing tactics a success.
7 [bookmark: _35nkun2]Control 
Hotels need to have a Unique Selling Point (USP) because amidst the highly competitive market, they need to be different (Sunil et al., 2018). Hence, Ritz Carlton’s USP for attracting new customers would picture a hotel brand that empowers its employees to ensure excellent guest service, values customer experience and making it memorable and ensuring luxury is being provided with top-tier cleanliness, eco-friendliness, and comfort. London tourists and travelers are usually advanced, so selling the hotel’s brand perception as per their preferences would give Ritz Carlton an edge over its competitors. Therefore, this message will be delivered via digital and traditional marketing.
8 [bookmark: _1ksv4uv]Conclusion
In conclusion, it can be noted that since Ritz Carlton already has a well-reputed brand in London, UK, it does not have to change its image or perception a lot, mainly because customers staying temporarily in London will continue to find great experiences within the hotel. However, this does not mean new customers should be brushed aside with this marketing plan because it is equally as important. The changing landscape of the UK means constant alteration to costs and customer preferences, which is why taking a new stance would help Ritz Carlton build an even better brand that could appease even the hardest of hearts.
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INTRODUCTION

* The targeted hotel is Ritz Carlton.

* Targeted geographical area is London, UK.
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Customers who want luxury they can afford, along with hygienic values.

Target segments include customers from higher social classes, are businessmen, and
expensive tourists who can afford the luxuries offered by the hotel.

However, new segments include customers who are willing to accept flexible pricing as
per preferences.

The hotel's competitors include Hilton, Four Seasons, and Hyatt.

The UK's macroenvironmental factors impact the hotel sector due to the changing

laws, Brexit, pandemic, etc.
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OBJECTIVES

« To adopt flexible pricing for different types of customers.

e To introduce various rooms for different types of customers.

 To gain at least 5% increase in London's occupancy rate before the
year ends.

o To advertise cleanliness and comfort besides the elegance and
luxury in new digital and traditional posters.

* Gain 10% boost in revenue in the early half of 2023.
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STRATEGY

* Providing guests with care and comfort.

* Producing memorable moments within the hotel.

+ Comfortable ambience with an excellent staff.

* Valuing cleanliness with boost in sanitizers, clean sheets, etc.

+ Flexible pricing.
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TACTICS

Product: bedrooms, hotel rooms, spas, comfort, gifts, creams, boots, perfumes,
and other accommodations.

Place: Official website, social media apps, lobby lounges.

Pricing: Premium pricing, but can turn to flexible pricing.

Promotion: Direct marketing, digital marketing, word of mouth marketing.
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Ritz Carlton's aim to be flexible and comfortable other than luxurious.

It would measure its success via objective completion.
Increased bookings.

Attractive USP.
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