



A marketing plan is an advertisement strategy of an organisation, which supports customer attraction for the products and service it offers (Jarek and Mazurek, 2019). The purpose of a marketing plan is to define strategies for attracting customers to achieve business objectives. Integrated marketing communications are built on a strategic marketing plan. In order to establish harmony in the message and promotions conveyed to the general public, the marketing plan handles every element of the marketing mix (Clow and Baak, 2013, p. 21). 
A marketing plan is created by the organisation’s marketing department, who, prepares a marketing plan for providing benefits to businesses, setting goals, and understanding the market audience (Elsayed Fayed, 2021, p. 82).
The goals for The Ritz Carlton hotels marketing plan are to ensure marketing activities are timely, relevant, and structured to achieve organisational objectives. By using the SOSTAC marketing strategy, this assignment will explain the 4Ps marketing mix and Bowman's strategy clock for The Ritz Carlton hotels. 
SWOT Analysis – See Appendix 1 / Table 1
As strengths for The Ritz Carlton brand, we can consider a strong brand image as The Ritz Carlton has made a name for itself in the hospitality sector as an elite and opulent brand. They also offer excellence in customer service; the hotel being well known for its renowned customer service. Another strength is the fact that The Ritz Carlton hotels are ideally situated in well-known cities all around the world. (The Ritz Carlton, 2023). Finally, its luxurious facilities and amenities also represent one of the brand’s strengths. 
The weaknesses that need to be considered when looking at a marketing strategy are the hotel’s high price point, the luxury status of The Ritz Carlton comes at a steep price. Also, it needs to also consider the limited market reach, as despite The Ritz Carlton's global presence, it's possible that not all ideal locations are home to one of its hotels. 
The biggest opportunities for The Ritz Carlton are the growing of the luxury travel market. It can also consider looking at personalisation and customisation, especially since customers are increasingly looking for experiences that are personalised and customised.
The biggest threats for The Ritz Carlton are, first, the intense competition. Secondly, a threat is posed by economic downturns, the luxury travel business may be impacted by economic downturns or global financial crises since clients may reduce discretionary spending. And lastly, a third threat is posed by the online travel agencies (OTAs) because customers now make bookings online thanks to the growth of OTAs and other internet booking services.
The Ritz Carlton hotels generally appeal to wealthy guests who have the means to pay for opulent lodging. Wealthy travellers, honeymooners, and those celebrating special milestones are among the target demographics for the company. According to SimilarWeb, it is mostly women and those between the ages of 25 and 34 that will enquire on accommodations at The Ritz Carlton hotels (SimilarWeb, 2023).
In Bowman’s strategy clock, there are eight types of positions of organisations in the business market such as low value-added, lower price, low price, differentiation, hybrid, risky high margins, focused differentiation, loss of market share and monopoly pricing (Villagrasa, Sanchez and Donaldson, 2022, Abstract).
The Ritz Carlton hotels often target the upper end of the market by providing opulent lodging and first-rate services. They would likely land in the "Differentiation" position on the Bowman Strategy Clock based on this positioning.
[bookmark: _Hlk136022031]The positioning of The Ritz Carlton hotels on a perceptual map would most likely be on the top-right quadrant, which stand for exceeding levels of service, luxury, and quality (see Appendix 2).
PESTLE analysis
Political: Regulation changes pertaining to taxes, employment, health and safety, or immigration may influence the hotel's business operations and costs. The latest value of the UK in the Political stability index is 0.54, which shows that the UK is stable politically (The Global Economy, 2021). Hence, the Ritz Carlton hotel can run the business without any impact from politics.  
Economical: The performance of The Ritz-Carlton is affected by the general economic climate in the nations where it conducts business. The rate of inflation of the UK in April 2023 was 9.7% (See Appendix 3), which, even though it is the lowest value since March 2022, it is still very high (Trading Economics, 2023). This will affect the operating cost of the hotel and The Ritz Carlton would have to reduce unnecessary cost or business operation.
Social: The target market for the hotel may be impacted by demographic considerations like ageing populations or shifting travel habits of millennials and Generation Z. To be relevant and desirable, The Ritz-Carlton must comprehend and meet the interests and needs of various demographic groupings. The population growth rate of the UK is increasing and in 2023, it has increased by 0.34% (Macrotrends, 2023). Then, it can be mentioned that The Ritz Carlton will get potential customers in future (See Appendix 4).
Technology: To increase productivity, simplify processes, and offer guests cutting-edge amenities like mobile check-in, smart room controls, or personalised digital experiences, The Ritz Carlton must embrace technological innovations. The UK government has started investing in science and technology and already invested $30 billion annually (Business Insider, 2022), this helps The Ritz Carlton implement technology in their business easier for business development.
Legal: The Ritz Carlton must obey the Equality Act 2010 of the UK to run the business without facing any legal issue (GOV.UK, 2023).
Environmental: Environmental acts like the Control of Pollution Act 1974, and the Environmental Protection Act 1974 must be obeyed by The Ritz Carlton for operating the business smoothly (FIELD.ORG.UK, 2023).
The aim of the marketing plan for The Ritz Carlton hotels is to increase customer satisfaction scores by 10% within 6 months (See Appendix 5).  This will be achieved by conducting regular training sessions to develop the knowledge and skills of employees, establishing a guest recognition programme to personalise interactions and go above and beyond for visitors, reviewing and improving service recovery processes to ensure that customer issues and complaints are resolved quickly. 
The marketing plan will also look to implement a mechanism for automatic post-stay surveys that are delivered to visitors following their departure, these surveys will be reviewed periodically and immediate action will be taken on critical issues to ensure the enhancement of the guest experience. This approach to instantly react to customer feedback and adapt the service accordingly is part of the success that is The Ritz Carlton as a whole (Solomon, 2015). 
A third step in the marketing plan will be to create a strategy which will encourage satisfied guests to leave reviews on well-known review platforms, whilst making sure to respond promptly to both negative and positive reviews and, ensure the negative feedback is addressed swiftly. 
The fourth step in the marketing plan is to have stunning visuals and captivating material showing the hotel's opulent features, interesting experiences, and first-rate service; work together with bloggers and influencers to promote your business and raise awareness of it, and to reach a larger audience and draw more visitors, use social media channels to run customised advertisements and promotions.
Appendixes 6 and 7 will demonstrate the action plan mentioned above.
Marketing Mix
After looking at the PESTLE and SWOT analysis, the 4Ps Marketing Mix can be configured to help evaluate the success of the marketing plan (Housden, 2005, p. 251). 
The luxurious lodgings, services, and experiences that The Ritz Carlton hotels provide are referred to as its product.
The positioning of The Ritz-Carlton hotels as a luxury brand informs its pricing approach, which ultimately means premium prices. 
The Ritz-Carlton hotels are placed in enviable locations around the world, frequently in famous city centres, seaside regions, or picturesque settings.
Promotional plans frequently combine traditional and digital marketing platforms. This covers specialised print, broadcast, and online advertising efforts. To reach and keep customers, The Ritz Carlton can make use of loyalty programmes, direct marketing, and alliances with travel agencies.
KPIs are used to extract important trends from large, complicated data sets and show them as a collection of precise, unambiguous statistics. They provide an instantaneous snapshot of the organization's performance (Ryan and Jones, 2012, p. 112). The KPIs to be used to identify the success of this marketing plan are the sales revenue, which should increase after the 6 months as with increased customer satisfaction comes increased customer loyalty. Another KPI to look at is the market share, which is directly impacted by the sales revenue. A third KPI is the data gathered from the post-stay survey as well as the volume of customer feedback available on known platforms. 
In conclusion, by focusing on empowering and developing employees, creating relevant and engaging post-stay surveys, incentivising customers to offer feedback on positive experiences and making the brand more visible, should help increase the customer satisfaction scores by 10%.
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Appendix 1
	Strengths
	Weaknesses

	· [bookmark: _Hlk135993374]Strong Brand Image
· [bookmark: _Hlk135993388]Excellence in Customer Service
· Prime Locations (The Ritz Carlton, 2023)
· Luxurious Facilities and Amenities
	· High Price Point
· Limited Market Reach

	Opportunities
	Threats

	· Growing Luxury Travel Market
· Personalisation and Customisation
	· Intense Competition
· Economic Downturns
· Online Travel Agencies (OTAs)


Table 1: SWOT Analysis for Ritz Carlton Hotels (Created by Alina Adriana Badea)

Appendix 2
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Figure 1: Perceptual Map for The Ritz Carlton (Created by Alina Adriana Badea)
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Figure 2: Inflation Rate in the UK (Source: Trading Economics, 2023)

Appendix 4
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Figure 3: Population Growth Rate of the UK
(Source: Macrotrends, 2023)



Appendix 5 
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Increase customer satisfaction scores by 10% within the next six months.
	Implement a post-stay survey system to gather feedback from guests and achieve a minimum average rating of 4.5 out of 5 on overall satisfaction
	Train and empower hotel staff to provide personalized and exceptional service to guests through a comprehensive customer service training program
	Enhance the hotel's online presence and reputation by increasing positive customer reviews on popular review websites like TripAdvisor and Google by 20% in the next year
	Launch a social media campaign focused on promoting Ritz-Carlton Hotels' unique amenities and experiences to reach a target of 100,000 followers on Instagram within the next six months


Table 2: SMART Analysis for The Ritz Carlton (Created by Alina Adriana Badea)

Appendix 6
	[bookmark: _Hlk136024391]Activity
	Start Date
	Duration
	End Date

	Training sessions for employees
	01/06/2023
	6 months

	31/12/2023

	Implementation of Post-Stay Surveys
	01/06/2023
	1 month
	01/07/2023

	Development of strategy to encourage positive feedback
	01/07/2023
	2 months
	01/09/2023

	Running of customised advertisements and promotions
	15/09/2023
	2.5 months
	31/12/2023


Table 3: Marketing channel schedule (Created by Alina Adriana Badea)
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Figure 3: GANTT chart (Created by Alina Adriana Badea)
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Script: A marketing plan is created by the organisation’s marketing department, who, prepares a marketing plan for providing benefits to businesses, setting goals, and understanding the market audience. The goals for the Ritz Carlton hotels marketing plan are to ensure marketing activities are timely, relevant, and structured to achieve organisational objectives
[image: ] 
Script: The SWOT analysis for The Ritz Carlton hotel shows that its main strengths are a strong brand image, its excellence in customer service, the prime location of its hotels and the luxurious facilities and amenities. The main weaknesses identified by the SWOT analysis are its high price point, especially considering the current financial climate and its limited market reach. As opportunities, The Ritz Carlton could look at the growing luxury travel market and at personalisation and customisation of its services. The biggest threats described in my marketing plan are the intense competition from other hotel brands, the economic downturns, and the online travel agencies. The Ritz-Carlton hotel has a solid reputation for providing top-notch service and a strong brand image. The hotel can prosper and keep its position as a top luxury hospitality brand by focusing on customisation, taking advantage of the expanding luxury travel market, and keeping a close eye on competition and economic issues.
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Script: On the Bowman strategy clock, Ritz-Carlton hotels would fall under the “Differentiation” position. The "Differentiation" position refers to goods or services that stand out from the competition thanks to special features, high standards of quality, or first-rate customer support. This is consistent with the Ritz-Carlton's standing for exclusivity, style, and individualised service.
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Script: This position of The Ritz Carlton hotel on the perceptual map is due to its high levels of service, luxury, and quality
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Script: My marketing plan focuses on increasing the customer satisfaction scores by 10% within the next 6 months. This can be done by implementing a post-stay survey system to gather feedback from guests, looking at obtaining a rating of 4.5 out of 5 on overall satisfaction; by training and empowering employees to provide better service, by enhancing the hotel’s online presence and by launching a social media campaign focused on promoting the hotel’s amenities to a target of 100,000 followers on Instagram.
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Script: The KPIs to be used to identify the success of this marketing plan are the sales revenue, which should increase after the 6 months as with increased customer satisfaction comes increased customer loyalty. Another KPI to look at is the market share, which is directly impacted by the sales revenue. A third KPI is the data gathered from the post-stay survey as well as the volume of customer feedback available on known platforms. 
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