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    The key purpose of this marketing plan is to make possible strategies and ideas that enhance customer attraction within the hotel industry. For this purpose, the selected hotel is Ritz Carlton UK. Ritz Carlton is an American multinational chain that is categorized as a luxury hotel and has expanded over 30 countries all over the world (Ritz, 2022). The marketing plan comprises a situation analysis of the hotel along with external factors that impact the hotel industry in the UK. Also, there is a discussion related to the marketing mix used by the hotel in generating new customers after the pandemic and sharing an action plan as well. 
The SWOT analysis for Ritz Carlton is shown below:
	Strengths
	Weaknesses

	· Powerful employees 
· Global presence
· Excellent reward programs
· High brand value
· Strong customer loyalty 
	· Expensive hotel brand 
· The economic status of the country impact high
· Decline bottom line
· Fluctuating demands

	Opportunities
	Threats

	· Growing preference for luxury
· Expansion of the global tourism market
· Travelling shift towards novel destinations
	· High costs of operations affect hotel rates
· Fluctuation in demands of the tourism industry
·  Increased competition
· New hotel's entry into the market



Being a luxurious hotel, the target market of Ritz is upper class and middle class both. The key elements of the hotel are to target those who love to spend money on travelling and tourism. Businessmen and families both feel attracted towards Ritz because of its finest amenities as well as polished and well-trained staff. 
[bookmark: _Toc120545588]

Competitors: Porter's five forces
	Threats of new entrants 
	· The British hotel industry faces challenges as new brands come up in the market and attract customers by offering different promotions and excellent guest services (Piso, 2022). 
· In the UK hotel industry, switching off customer is common, which make threats of new entrants high. 

	Threats of substitutes 
	· The obtainability of auxiliary products and services makes the environment of the hotel industry competitive and challenging. 
· Quite a cheap substitute product or service is offered by another brand in the same industry (Tan and Despotis, 2021), which makes the threats of substitute a moderate power.

	Bargaining Power of Customers
	· There is extensive competition among hotel brands as the industry is growing at a fast rate. 
· There are few luxurious players in the hotel industry of the UK, which make the bargaining power of customer low. 

	Bargaining Power of Suppliers
	· The power of suppliers in the hotel industry is low because suppliers are concentrated in different regions (Papadopoulos and Ioannou, 2022). 
· Weak supplier bargaining power makes the hotel industry attractive, along with growth potential and high profitability.

	Competitive rivalry 
	· The power of rivalry is high in the hotel industry, as there are many competitors present in the market. 
· Competitors offer the same price range. 



Ritz Carlton collaborated with the Marriott family and offered excellent customer service. Accordingly, the Ritz-Carlton Reserve brand has been associated with the loyalty program of Marriott Bonvoy and facilitates customers with possible earnings all across the five Ritz-Carlton Reserve properties worldwide (Ritz, 2022 a). The hotel offers to offer an average of 75 residential-style suites along with villas under the [partnership of Marriott. 
[bookmark: _Toc120545590]
 The PESTLE analysis for Ritz Carlton is shown below:
	Political
	Economic 

	· The government is responsible for maintaining political stability in the country. 
· New initiatives and travelling routes set by the British government help the hotel industry to grow and attract customers (Ndiuini and Baum, 2021). 
· New text regulations will help hotel brands to maintain business performance. 
	· There is a constant economic shift in the British hotel industry. 
· The trade value of the UK is impacting the business value of hotels. 
· The inflation rate in the country is declining continuously. 

	Social
	Technological

	· The lifestyle of British people enhances opportunities for the hotel industry as people demand shifts towards luxury services. 
· Businessmen are mostly intended to stay in peaceful and expensive hotels for the purpose of meetings and other business tactics. 
	· The hotel industry invests heavily in technological advancement, especially after the pandemic. 
· It is a great opportunity for the British hotel industry to focus on digitalization to remain competitive in the market (Lenz, 2021). 

	Legal
	Environmental

	· Health and safety law considerations are critical in today’s competitive environment (Ampofo et al., 2021). 
· Protection of employees and safety regulations are hugely impacted the overall performance of hotels.  
	· In the hotel industry, weather    conditions,government interventions, and different energy resources are critically important. 



The key objective of the marketing plan is defined below with the help of SMART objectives.
	Specific
	· The goal is to enhance sales and business revenue in the next three months of the pandemic. 

	Measurable
	· In order to measure the goal, the management of Ritz focuses on customer reviews and feedback and monitoring customer ratings. 

	Attainable
	· The goal is attainable, as, after the pandemic, the demands of people shifted again towards tourism and travelling. 

	Realistic
	· The goal is realistic, as Ritz always remains at the centre of attraction for people. With the slight change in strategies, it is possible to make finance and infrastructure strong after the pandemic.  

	Time-bound
	· The goal is time-bound, and it will possibly take 3 months to achieve. 


		
   Ritz Carlton's value of proposition developed on the basis of the Pandemic and how proposition will be catered by Ritz Carlton. The variant developed value proposition of the Ritz Carlton will be more focused on treating the guests with the foremost care and respect in high order with the most needed hygiene supported from all units of the services provided in treating guests. The hospitability unit of the Ritz Carlton differentiates itself from other hospitality organizations on the basis of a highly expert team and positively gained words mouth by the population of the UK as compared to other operational functioning sectors of the UK hospitality sectors (Cai, 2022). In this regard, the study of Bowman’s strategy clock will be catered into the strategic plan of the Ritz Carlton in order to deal with customers and the position of the organization on the basis of Carlton's value of the position. Bowman is an effective plan that helps companies to set their market position in the respective sector (Nunes et al., 2021). 
	
In this ideology of the research study, the 4 PS of marketing will be employed in order to cater for the market value of the Ritz Carlton. This will help to know about the industry from a broader unit (Rust, 2020). The four units are:price, product, promotion, and place. 
Product
The notion of a product refers to the entity sold by the functioning sector into the market (Awan et al., 2021). The current product of the company is to serve customers, but it will larger focus more on treating guests with greater services, all catered by the highest protocols of hygiene served to meet the needs of the customers. The hotel will expand its spa exposure for its guests with a special offer to its loyal customers. The services of the hotel will be provided to valuable guests for 24 hours. Digital room services will be offered to the customers through the utility of high-tech tools. 
Price
In this aspect of the price, it has been accumulated that in the UK, majorly from the unit of the hotel industry, demand-based pricing is offered to its guests (Tong and Gunter, 2020). The pricing strategy will be shared with the customers through websites or email alerts. Value-based pricing strategy is the notion of a price set on the beliefs of the customers. In this regard, Ritz Carlton will offer a value-based pricing strategy to its customers so that the marketing position can be sustained. 
Place
This hotel is currently in function in the UK. On the basis of the distribution, Ritz Carlton will be distributed in the form of various branches in Eastern and Middle East states by training and catering for the team digitally. It will be launched near the locality of the airports or subways so that people can easily visit it when needed. 
Promotion
In the hotel of Ritz Carlton, the promotion of the hotel will be circulated through a communication mix in which all the social media platforms will be utilized for the promotion. Communication mix is a strategy by which a product is promoted through various tools. Influencers will be hired for the hotel's promotion. Also, through exhibitions, the hotel's services will be promoted through half-day stays at the hotel. 

The below action plan reflects the activities needed for the marketing plan of Ritz Carlton.  


	Tasks
	Weeks

	
	November 2022
	December 2022
	January 2023

	
	Week 1
	Week 2
	Week 3
	Week 4
	Week 1
	Week 2
	Week 3
	Week 4
	Week 1
	Week 2
	Week 3
	Week 4

	Market Research 
· Questionnaire 
· Interviews
· Trail Products 
· Beta Test 
	✓
	✓
	✓
	✓
	
	
	
	
	
	
	
	

	Preparation 
· Time scheduling
· Preparation of videos
	
	
	
	
	✓
	✓
	✓
	✓
	
	
	
	

	Marketing Channels Schedule
· Social media channels
· Online booking
	
	
	
	
	
	
	
	
	✓
	✓
	✓
	✓

	Gathering Feedback
· Customers who stay in the hotel 
· Reviews from social media pages.  
	
	
	
	
	
	
	
	
	
	
	
	





It is a true fact that hotel needs customer value and engagement to survive and profit generation (Pradnyana, 2022). To achieve new marketing tactics, Ritz Carlton needs to focus on customer engagement, for which the hotel invests in social media promotions and offers different discounts to customers who are regular customers. Moreover, Ritz hotel also invests in an Instagram influencer program to attract customers and inspire them to visit the hotel after the pandemic. Despite this, the hotel also uses digital marketing to increase customer value and improvise the infrastructure of the hotel.   		
All in all, it can be concluded from this study that a sustained marketing plan can help units from the hospitality sector obtain its notions. As in the ideology of the Ritz Carlton, after the impact of the Pandemic, swift progress can be obtained through the major aspects of 4 PS of marketing in which promotion and pricing strategy will establish the performance of the company largely into the market. 
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                                 Introduction • The key purpose of this marketing plan is to make possible strategies and ideas that enhance customer attraction within the hotel industry .   
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                                                                             SWOT Analysis                Strengths Weaknesses   Powerful employees   Global presence   Excellent reward programs   High brand value   Strong customer loyalty   Expensive hotel brand   The economic status of  the country impact high   Decline bottom line   Fluctuating demands Opportunities Threats   Growing preference for luxury   Expansion of the global  tourism market   Travelling shift towards  novel destinations   High costs of operations  affect hotel rates   Fluctuation in demands of  the tourism industry   Increased competition   New hotel's entry into  the market   
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                                                                                 PESTLE                         Political Economic   The government is responsible for maintaining political stability in  the country .   New initiatives and travelling routes set by the British government  help the hotel industry to grow and attract customers ( Ndiuini and  Baum, 2021 ) .   New text regulations will help hotel brands to maintain  business performance .   There is a constant economic shift in the British hotel industry .   The trade value of the UK is impacting the business value of hotels .   The inflation rate in the country is declining continuously . Social Technological   The lifestyle of British people enhances opportunities for the  hotel industry as people demand shifts towards luxury services .   Businessmen are mostly intended to stay in peaceful and  expensive hotels for the purpose of meetings and other business tactics .   The hotel industry invests heavily in technological advancement,  especially after the pandemic .   It is a great opportunity for the British hotel industry to focus on  digitalization to remain competitive in the market (Lenz, 2021 ) . Legal Environmental   Health and safety law considerations are critical in today’s  competitive environment (Ampofo et al . , 2021 ) .   Protection of employees and safety regulations are hugely impacted  the overall performance of hotels .   In the hotel industry, weather conditions, government interventions,  and different energy resources are critically important .
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                                                     Objectives              Specific   The goal is to enhance sales and business revenue in the next three months of  the pandemic . Measurable   In order to measure the goal, the management of Ritz focuses on  customer reviews and feedback and monitoring customer ratings . Attainable   The goal is attainable, as, after the pandemic, the demands of people shifted  again towards tourism and travelling . Realistic   The goal is realistic, as Ritz always remains at the centre of attraction for people  . With the slight change in strategies, it is possible to make finance  and infrastructure strong after the pandemic . Time - bound   The goal is time - bound, and it will possibly take 3 months to achieve .
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                                 Strategy • The hospitability unit of the Ritz Carlton differentiates itself from other hospitality organizations on the basis of a highly expert team and positively gained words mouth by the population of the UK as compared to other operational functioning sectors of the UK hospitality sectors (Cai, 2022 ) .   
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                                 Tactics Product • In this aspect of price it has been accumulated that in UK majorly from the unit of the hotel industry demand - based pricing is offered to its guests (Tong and Gunter, 2020 ) . Place • It will be launched near the locality of the airports or subways so that people can easily visit it when needed .   
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                                 Tactics Price • Ritz Carlton will offer value - based pricing strategy to its customers so that marketing position can be sustained . Promotion • Communication mix is a strategy by which product is promoted through various tools . Influencers will be hired for the hotel's promotion .   
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                                                                                                 Action                                                            Tasks Weeks November 2022 December 2022 January 2023 Week 1 Week 2  Week 3 Week 4 Week 1 Week 2  Week 3  Week 4 Week 1  Week 2  Week 3  Week 4  Market Research   Questionnaire   Interviews   Trail Products   Beta Test ✓  ✓  ✓  ✓  Preparation   Time scheduling   Preparation of videos  ✓  ✓  ✓  ✓  Marketing Channels Schedule   Social media channels   Online booking  ✓  ✓  ✓  ✓  Gathering Feedback   Customers who stay in the hotel   Reviews from social media pages.
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                                 Conclusion • As in the ideology of the Ritz Carlton after the impact of the Pandemic swift progress can be obtained through the major aspects of 4 PS of marketing in which promotion and pricing strategy will establish the performance of the company largely into the market .   
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