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· A marketing plan defines the operational document that helps a company in generating leads to reach the target market
· Tailored and customised messaging that aligns with the target market forms the base of marketing plan
· In this report the marketing plan of Ritz Carlton company will be formulated using a SOSTAC framework
SN
Ritz-Carlton Hotel Company targets the upper-middle and upper-class segment of the society. This marketing plan will help the company in expanding its customer base and target the middle class segment of the society as well. The SOSTAC framework will be used in formulating its marketing plan. The term SOSTAC refers to a simple logical model, which by marking the key elements of a b business, facilitates the process of developing a strategy.    
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5 ‘C’s
Company: SWOT analysis
	Strengths
	Weaknesses

	· Adequate capital can be invested by the existing business.
· Extensive knowledge about the industry (Benzaghta et al. 2021)
· Good reputation and brand image
	· Lack of niche market knowledge
· The degree of competition is relatively higher in the targeted segment of the market.
· Association of the brand with luxury segment can make people with limited budget shy away from it

	Opportunities
	Threats

	· There is the scope of using cutting-edge modern technologies.
· The pent-up demand of travelling after the pandemic situation is a major opportunity for the brand.
	· The sweeping inflation across the Europe
· The political instability caused by the Russia-Ukraine war.


Slide 3
[bookmark: _Toc135267017]Customers: segmentation
	Demographic segmentation
	· People aged between 21-65
· Income of the individuals should be between £25,00 to £32,300.
· Both male and females will be targeted

	Geographic segmentation
	· London enjoys the highest number of tourists across the UK, Therefore, choosing the area around it would be a logical choice (Lahtinen, Dietrich and Rundle-Thiele, 2020)
· Birmingham is the industrial hub of the UK. Hence, it should also be targeted.  

	Behavioural segmentation
	· Usage and purchase behaviour such as the travelling purpose should be considered to make adequate changes
· Occasion-based behaviours like the increment in bookings during the festive season must also be taken into account.  
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Image 1: Perceptual map
(Source: Created by author)
Slide 5
[bookmark: _Toc135267019]Collaborators: Partnerships
· Partnership refers to a formal arrangement between two or more than two parties to handle a business and share the profit generated from the business (Hanaysha, Al Shaikh and Alzoubi, 2021)
· Partnerships can be of different types. There can be equal share of liabilities and profits. There can be limited liabilities as well
· In the present scenario, Ritz-Carlton Hotel Company will form partnership with their suppliers but not with any other hotel chain.
SN
Some of the major suppliers of the hotel chain will be the wholesalers and the retailers. Additionally, the business can also form tie-ups with the transport service providers to commute their customers more easily to their desired destinations. 
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	Political
	· Travel bans due to situations like pandemic, war can disrupt the travel and hotel industry
· The tax reforms are made by the governments. Therefore any change in them would directly impact the business itself

	Economical
	· As one of the biggest sectors enjoying investments from various investors, it is expected to grow
· The strength of the currency and the disposable income can help the industry grow. However, the inflation in the UK is creating a negative impact (Azhar et al. 2019)

	Social
	· The social inclination of the customers, especially the younger ones towards mass selection of rooms can impact the business industry negatively

	Technological
	· The social media channels have changed the entire marketing scenario of hotels
· Travelling websites have given the customers the option of choosing from a large number of hotels (Shin, Park and Park, 2019). Hence, it has become imperative for the hotel businesses to stay competitive
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· Specific- The marketing plan should specifically target the middle-class families
· Measurable- The number of customers from the targeted segment should be metrics of measurement
· Achievable- The capital resources of Ritz-Carlton is quite high, which will help in making the goal achievable 
· Realistic- Considering the current market size and available resources of the company it is expected that the objective is realistic
· Time-bound- The number of customers from the middle-class families should increase within two quarters of launching the marketing plan
SN
SMART goal objective will help Ritz-Carlton to focus the efforts of the company in attaining a broader customer base. 
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· Ritz-Carlton company is willing to grow its business and target a completely new customer base 
· Using the Ansoff’s Matrix would provide a framework to devise a strategy that can help the company in achieving its target market
· The market development box of the Ansoff’s matrix will be the prime target of the management team of Ritz-Carlton
SN
The market development box of the Ansoff’s Matrix framework would be the best possible solution for Ritz-Carlton. As the company already have the luxury hotel across different continents they will not require any significant amount of investment in constructing new hotels for the new target market. They can take leverage of the existing products and make just a little adjustment to them, so that they align with the new objectives of the business. Different cost cutting methods should be analysed and evaluated by Ritz-Carlton Company to cater to the middle-class customers with almost luxury level staying experience. 
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· Targeting the middle-class segment would be the prime target of  Ritz-Carlton Company
· The behavioural patterns of this segment is needed to be considered beforehand
· Promoting sales through social media marketing and adapting as per the needs of the target segment would be the right tactics for the hotel group
SN
As opined by Evans, Bratton and McKee (2021) the middle-class consumers tend to pay additional amount for value. Hence, without grouping all the services of the hotels beforehand and effectively increasing the price as a whole, it would be more logical to customise the service and change additional amount for each new service provided. Additionally, offering quick and personal customer support services can help in building a loyal customer base from the segment. Finally, small gestures like adding personal touches to the services can heavily impact the psychology of the customer. There, adding personal touches to their services should be considered by the administration teams of Ritz-Carlton hotel chain.   
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· Reach- The official pages of Ritz-Carlton Company in various social media platforms should have increased footfalls. Increasing the reach will involve different paid. Earned and owned media touchpoints.
· Act- Persuading the visitors to take the next step is the central aim of this phase (Mason, Narcum and Mason, 2021). It is all about increasing the participation of the potential customers. In the present scenario the goal of Ritz-Carlton is increasing the booking from their newly formed target segment. 
· Convert- This is the most vital step for Ritz-Carlton. Making the audience take the vital step of booking and turning into a paying customer fulfils the purpose of the entire marketing plan.
· Engage- The long-term aspect of engaging the customers to the business is the sole aim of this stage. Social media presence, direct interactions help building customer loyalty, which in turn increases repeat purchases.
SN
The slide has presented the actions that must be taken by Ritz-Carlton to succeed in the market. 
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· YouTube- Number of views, impressions and traffic source type are needed to be analysed to identify whether the target market is being appropriately targeted or not (Li, Larimo and Leonidou 2021). 
· Instagram- Reach and engagement per follower is the metrics will determine the success of the Instagram posts made by the company. 
· Facebook- Engagement and the rate of engagement are the two basic metrics that should be tracked by the hotel company. 
SN
The click-through rate and the audience metrics are the most important metrics from business point of view. Follower growth and the impression created should also be tracked in case of the Instagram platform (Bommasani et al. 2021). Facebook can also provide a scope to evaluate the demography of the audience. In case of any mismatch the post and the marketing approach of the company must be changed.  
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· The existing infrastructure of Ritz-Carlton should be used for targeting the new customer demography
· Stringent measures should be implemented to reduce the operational cost, so that the company can provide premium level service at a comparatively cheaper rate
· Most of the social media channels such as Facebook, Instagram and YouTube must be used and tracked by the company to track the efficacy of the marketing campaign of the company
· The new target market i.e. the middle-class people must be targeted with the new campaigns properly so as to fulfil the desired goals and objectives of the company. 
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= A marketing plan defines the operational document that helps a
company in generating leads to reach the target market
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= In this report the marketing plan of Ritz Carlton company will be
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