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Introduction
The purpose of the marketing plan is to discuss the target market and current business environment for Ritz Carlton. Developed in perspective of a marketing professional, the presentation addresses the current strategies of marketing for the hotel. The key frameworks used in the marketing plan including the Marketing Mix, SWOT analysis and PESTLE Analysis along with Bowmans Strategy Clock and Ansoff Matrix along with Communication Mix to provide an insight into the business, its current environment and the marketing tactics required to stay ahead in the market.
Ritz Carlton 
The Ritz Carlton Hotel Company, LCC is an American company of multi – national stature operating the luxury chain of hotels known as The Ritz – Carlton. There are 108 luxury hotels as well as resorts spread across 30 nations that include 29, 158 rooms and the plan is for an additional 46 hotels with 8, 755 rooms in the future (Ritzcarlton.com, 2023).
Situational Analysis
5Cs of Marketing 
In marketing, the 5Cs include
Company
A detailed SWOT Analysis has been shared in Appendix 1 for understanding Ritz Carlton as an organisation and its related micro environment.
Customers

Competitors
Prominent competitors for Ritz Carlton include Marriott, Four Seasons Hotels and Resorts, Hyatt, Lowes Hotels and Belmond Ltd, and many more. The perpetual positioning map, projected above detailing on the position of the competitors of Ritz Carlton, the organisation can be placed as the service provider offering services at premium or high price and ensuring quality and in that region W Hotels and Edition are the main competitors of Ritz Carlton. 
Using the Bowman’s Strategy Clock, it is possible to understand how the companies are competing in the market. Considering the different combinations of perceived value and price, it is possible for Ritz Carlton to select the position that is of competitive benefit and adds towards organisational competencies.
The Bowman’s Strategy Clock for Ritz Carlton has been provide in Appendix 2 and the perpetual positioning map in appendix 3.
Collaborators
Ritz Carlton because of the high level of success achieved attracted the attention of the industry and was purchased by Marriott International (Coussement et al., 2014). Since this collaboration or business partnership, the hotel has grown thereby providing exceptional service and demonstrated genuine care for the guests from all over the world. In the year 2006, Taj Hotels, a subsidiary of the Tata Group in India purchased Ritz Carlton Boston which went on to be the Taj Boston in the year 2007 (Gilg and Gadacken, 2022). In terms of B2B, Ritz Carlton has got a good hold of its B2B activities by offering varied services to the other business organisations from different sectors mainly by offering banquet halls for business conferences, corporate parties and seminars and so on.
Climate
A detailed PESTLE Analysis has been shared in Appendix 3 for understanding Ritz Carlton as an organisation and its related macro environment.
Marketing Mix
The Carlton Ritz One of the top hotel chains, Ritz Carlton, provides premium services. The guests can check in through the app prior to arrival, make reservations, request valet service and also check out. The reward points are linked to the account to keep track of updates and activities. Company, LCC is an American company of multi – national stature operating the luxury chain of hotels known as The Ritz – Carlton. There are 108 luxury hotels as well as resorts spread across 30 nations that include 29, 158 rooms and the plan is for an additional 46 hotels with 8, 755 rooms in the future (Ritzcarlton.com, 2023). 
Product: One of the top hotel chains, Ritz Carlton, provides premium services. In order to provide professional and personal competence in hospitality, clients are offered exceptional and unforgettable experiences, ensuring a warm and sophisticated stay. The accommodations offer ample space, individual bathrooms, cosy extras, and enhanced amenities, atmosphere, and surroundings. Attention is given in decorating the public areas, conference rooms, banquet halls, spas, gourmet cuisines along with added amenities like travel guide and paid car rental (Floricic and Jurica, 2023). Ritz Carlton also offers to the guests a Yacht Collection that caters to 300 guests with 150 suites, a private terrace and elevated dining. The guests can check in through the app prior to arrival, make reservations, request valet service and also check out. The reward points are linked to the account to keep track of updates and activities.
Price: The services of Ritz Carlton are of high class at premium pricing. It belongs to the luxury sector of hospitality and resulting from the premium positioning, premium pricing strategy has been adopted.
Place: Ritz Carlton had initially started business in the US and has spread across 30 nations (Travel.usnews.com, 2023). The headquarter is in Maryland with locations including Japan, India, China, the UK, morocco, Egypt, Mexico, Malaysia, Spain and Qatar.
Promotion: Ritz Carlton uses a variety of media to advertise their business. Due to the brand's high level of luxury, word-of-mouth marketing plays a major role in its spread. Brand awareness is raised through the usage of travel publications, the official website, and other channels (C and NS, 2017). In India, the chain is involved with the IPL auction and host big conferences and events as the official venue partner to enhance brand visibility (Insider.in, 2023). The app provides vacation packages and incentives like the reward system that involve room upgrade, complementary stay and so on.
Objectives
The objective of the marketing plan is to increase traffic on the official website by 2500 in 6 months and registrations on the official app by 500 in 6 months. This will be measured by reviewing the progress on a monthly basis; if in the first 3 months at least 1250 increase in the website and 250 increase in the app is not recorded, then the tactic will have to be reviewed and changes will have to be implemented.
Strategy – Ansoff’s Matrix 
Market Penetration the hotel has benefited from increasing production capacity and market penetration as a result of its pursuit of service excellence, which has improved effectiveness and efficiency in cost control while expanding the hotel's client base. Market penetration has been further facilitated by increased marketing investment. Novel and inventive methods of distribution are employed, resulting in improved distribution. The competitive pricing for the hotel increases its appeal while the reduction of operational cost increases the application of competitive pricing (Gilg and Gadacken, 2022). Competitors are acquired through the diversification of the distribution channels and supply chain. Joint ventures and partnerships have been established with other players within the industry. New product features and benefits have been identified with the existing products in the existing markets thereby increasing the consumption frequency.
Product Development is achieved by modifying existing products and launching new products. Through research and development and strategic partnerships, the business is developed further. Product quality is also developed to introduce them within the same market. 
Market development is possible through research and development and by strategic regional expansion. Business growth is further enabled using international expansion and adding to the customer segments (Coussement et al., 2014). High investment is also made in building awareness of the brand and educating the customers regarding the new products in the new markets. Sales in increased by educating the new segments of customers in the new and also existing markets for overall development and also growth of the business.
Diversification is vertical in nature, with new products being presented beneath current product lines. The introduction and engagement of new items that are unrelated to the current product lines results in horizontal diversification. By combining new ventures with existing ones, diversification is accomplished. Conglomeratic expansion is investigated and new business is entered through mergers and acquisitions.
Tactics
The guests of the Ritz Carlton show their dedication to the visitors by acting with honesty, trust, integrity, devotion, and respect. Given how widely digitalisation has spread, digital tools might be useful for resolving the challenges found. For example, in view of the recent pandemic when social distancing was essential, remote working was encouraged and there were travel restrictions, digital means were employed to ensure the stay of guests was memorable and there was minimal exposure to risks. Further, from the application of Ansoff’s strategic tool it is apparent that Market Penetration strategy is the best suited strategy for Ritz Carlton and thus, the marketing mix are being reshaped as per above analysis.

Action
	Communications Plan
	
	
	

	Company Name
	Ritz Carlton
	
	
	

	Project Lead
	Project Start:
	Wed, 01-11-2023

	
	
	 
	

	TASK
	Metrics
	 
	START
	END

	Advertising 
	 
	 
	 
	 

	Tv
	1000 views a day
	 
	November
	May

	Radio
	Aired 5 times a day
	 
	November
	May

	PPC
	1000 clicks
	 
	November
	May

	Luxury Magazines
	5 insertions a month
	 
	November
	May

	Social Media
	Constant presence
	 
	November
	May

	Personal selling
	 
	 
	 
	 

	Word of mouth
	 
	 
	November
	May

	On premise upgrade
	 
	 
	November
	May

	Email
	 
	 
	November
	May

	App activities
	 
	 
	November
	May

	Activity/Channel 
	 
	 
	November
	May

	Sales promotion
	 
	 
	 
	 

	Luxury Magazines
	 
	 
	November
	May

	Social Media
	 
	 
	November
	May

	Target Mailers
	 
	 
	November
	May

	Television Advertisement
	 
	November
	May

	Venue Partnership
	 
	 
	November
	May

	Public relations
	 
	 
	 
	 

	Corporate tie Up
	 
	 
	November
	May

	Sports Sponsorship
	 
	 
	November
	May

	Venue Partnership
	 
	 
	November
	May

	Direct marketing
	 
	 
	 
	 

	On premise upgrade
	 
	 
	November
	May

	Email
	 
	 
	November
	May

	App activities
	 
	 
	November
	May



Control
The success would be measured using the following means:
· Addition of clients in a span of 6 months from the market plan
· Increase in revenue in 6 months from the market plan implementation
These have been selected since both of these directly implicate the success of the plan and the rate of improvement the business has witnessed due to the changes brought in by the plan.
Conclusion
The above marketing plan is based for Ritz Carlton, a luxury chain of hotels to ensure the traffic on the website and the registrations on the app increases by 2500 and 500 respectively in a span of 6 months. Detailed analysis of the business, the environment and related factors have been done for ensuring the plan achieves success.
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	Strengths
	Firstly, the services are of high quality as the employees are empowered thereby they are more customer focused and efficient. Secondly, the brand has global presence with hotels and resorts having entered the global market. Thirdly, due to the high level of service offered and being an employer that cares for the employees, the brand has earned goodwill both from customers and employees (Ritzcarlton.com, 2023). Fourthly, having an efficient reward program in place, there is high opportunity of increasing the level of repeat sales, Fifthly, as the parent company has strong brand value, this adds to the brand value for the chain with the tagline, logo and communication being well received in the market. Lastly, the employee strength and customer loyalty both work in favour for the chain. 

	Weaknesses
	Firstly, it is perceived that as a brand, Ritz Carlton is Expensive and secondly, the bottom line is rapidly declining with Brexit and other factors impacting employment terms (Peng, 2014). Reasons like the recession and aftermath of the pandemic have taken a toll on the spending power because of the current economic conditions.  

	Opportunities
	Ritz Carlton has the scope of increasing the clientele by offering corporate tie ups and special packages. With the expansion of the market for global tourism, travellers seek destinations that are novel which the hotel caters to.

	Threats 
	Firstly, the rise in operational cost indirectly impact the rates offered by the hotel. Secondly, as the tourism industry has declined resulting from terror activities, natural disasters, impact of Brexit and the recent pandemic, it has affected the business negatively, lastly, the intense level of global competition faced from other renowned brands has threatened to poach the market share (Gilg and Gadacken, 2022).
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Ritz Carlton offering premium pricing is in the differentiation and focused differentiation quadrant of the clock.
Appendix 3: The perpetual positioning map
[image: ]
The perpetual positioning map, projected above detailing on the position of the competitors of Ritz Carlton, the organisation can be placed as the service provider offering services at premium or high price and ensuring quality.
[bookmark: _Toc135865415]Appendix 4: PESTLE Analysis
	Political 
	· Stability of the government enables strong trade relations and permits the business to expand
· Favourable taxation policies permits ease for expansion
· Competition within the industry is regulated
· Benefits are drawn from trade blocks as well as trade treaties

	Economic
	· Moderate inflation is essential for the business to flourish and boost the confidence of customers
· Moderate level of interest rate enables the business to take loans for growth and development (Coussement et al., 2014)
· Spending trend of the consumers impact the business
· The trend of unemployment when higher result in low disposable income for the economy

	Socio – Cultural
	· Demographically, having more younger population benefits the hotel thus expanding the customer base
· In the perspective of education, higher the level of education, more desirable it is to benefit the hotel business
· The size and structure of the families determine the nature and frequency of purchase made and impact consumption patterns (Gilg and Gadacken, 2022)
· Health concerns are on the rise and thus requiring Ritz Carlton to introduce health aspects in the products.

	Technological 
	· Advancement of technological infrastructure benefits the hotels with contactless service and digitalized features.
· The penetration of the internet, ease of access to high speed wi – fi and having the property with internet access makes the business more desirable and operations more impactful.
· Application of social media has made it possible to reach to more people by the click of a button
· With technological advancement, there is high investment in research and development.

	Environmental 
	· Through recycling and environmental sustainability, the corporate social responsibilities are met
· Adequate waste management ensures checks are maintained, regulations are followed and hassles are avoided.
· By means of green consumption, there is increased awareness for environmental sustainability society (Wang and Wong, 2020).
· Investments made on renewable energy has strengthened the corporate social responsibility initiatives

	Legal 
	· There are strict health and safety law specifications
· Employment laws dictate the terms and conditions that need to be applied within the business
· Application of anti – discrimination laws ensure the work environment is inclusive and non - discriminatory



Appendix: 5 Presentation 
Introduction
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The purpose of the marketing plan is to discuss the target market and current business environment for Ritz Carlton. Developed in perspective of a marketing professional, the presentation addresses the current strategies of marketing for the hotel. The key frameworks used in the marketing plan including the Marketing Mix, SWOT analysis and PESTLE Analysis along with Bowmans Strategy Clock and Ansoff Matrix along with Communication Mix to provide an insight into the business, its current environment and the marketing tactics required to stay ahead in the market.
Ritz Carlton 
[image: ]
The Ritz Carlton Hotel Company, LCC is an American company of multi – national stature operating the luxury chain of hotels known as The Ritz – Carlton. There are 108 luxury hotels as well as resorts spread across 30 nations that include 29, 158 rooms and the plan is for an additional 46 hotels with 8, 755 rooms in the future (Ritzcarlton.com, 2023).
Situational Analysis
5Cs of Marketing 
In marketing, the 5Cs include
Company
[image: ]
A detailed SWOT Analysis has been shared in Appendix 1 for understanding Ritz Carlton as an organisation and its related micro environment.
Customers
[image: ]
	Segmenting 
	As Ritz Carlton has a premium position, the target segment of customer include celebrities, business executives, leisure travellers, sports personalities, corporates and people who are from the upper segment of the society (Wang and Wong, 2020).

	Targeting 
	The target market that Ritz Carlton has include the premium segment within the hotel market. The target includes those customers who seek luxury. The luxury segment is directly targeted using luxury magazines and emails. The network for luxury advertising is targeted to reach the desired market. 

	Positioning 
	Ritz Carlton is perfectly positioned with the hotel philosophy stating ‘we are ladies and gentlemen serving ladies and gentlemen’ (Gilg and Gadacken, 2022). The brand is considered to be synonymous with high service levels in hospitality.



Competitors
[image: ]
Prominent competitors for Ritz Carlton include Marriott, Four Seasons Hotels and Resorts, Hyatt, Lowes Hotels and Belmond Ltd, and many more. The perpetual positioning map, projected above detailing on the position of the competitors of Ritz Carlton, the organisation can be placed as the service provider offering services at premium or high price and ensuring quality and in that region W Hotels and Edition are the main competitors of Ritz Carlton. 
Using the Bowman’s Strategy Clock, it is possible to understand how the companies are competing in the market. Considering the different combinations of perceived value and price, it is possible for Ritz Carlton to select the position that is of competitive benefit and adds towards organisational competencies.
The Bowman’s Strategy Clock for Ritz Carlton has been provide in Appendix 2 and the perpetual positioning map in appendix 3.
Collaborators
[image: ]
Ritz Carlton because of the high level of success achieved attracted the attention of the industry and was purchased by Marriott International (Coussement et al., 2014). Since this collaboration or business partnership, the hotel has grown thereby providing exceptional service and demonstrated genuine care for the guests from all over the world. In the year 2006, Taj Hotels, a subsidiary of the Tata Group in India purchased Ritz Carlton Boston which went on to be the Taj Boston in the year 2007 (Gilg and Gadacken, 2022). In terms of B2B, Ritz Carlton has got a good hold of its B2B activities by offering varied services to the other business organisations from different sectors mainly by offering banquet halls for business conferences, corporate parties and seminars and so on.
Climate
[image: ]
A detailed PESTLE Analysis has been shared in Appendix 3 for understanding Ritz Carlton as an organisation and its related macro environment.
Marketing Mix
[image: ]
The Carlton Ritz One of the top hotel chains, Ritz Carlton, provides premium services. In order to provide professional and personal competence in hospitality, clients are offered exceptional and unforgettable experiences, ensuring a warm and sophisticated stay. The accommodations offer ample space, individual bathrooms, cosy extras, and enhanced amenities, atmosphere, and surroundings. The public spaces, conference rooms, banquet halls, spas, and gourmet restaurants are tastefully decorated, and extra features like tour guides and paid car rentals are included (Floricic and Jurica, 2023). Ritz Carlton also offers to the guests a Yacht Collection that caters to 300 guests with 150 suites, a private terrace and elevated dining. The guests can check in through the app prior to arrival, make reservations, request valet service and also check out. The reward points are linked to the account to keep track of updates and activities. Company, LCC is an American company of multi – national stature operating the luxury chain of hotels known as The Ritz – Carlton. There are 108 luxury hotels as well as resorts spread across 30 nations that include 29, 158 rooms and the plan is for an additional 46 hotels with 8, 755 rooms in the future (Ritzcarlton.com, 2023). One of the top hotel chains, Ritz Carlton, provides premium services. In order to provide professional and personal competence in hospitality, clients are offered exceptional and unforgettable experiences, ensuring a warm and sophisticated stay. The accommodations offer ample space, individual bathrooms, cosy extras, and enhanced amenities, atmosphere, and surroundings. Attention is given in decorating the public areas, conference rooms, banquet halls, spas, gourmet cuisines along with added amenities like travel guide and paid car rental (Floricic and Jurica, 2023). Ritz Carlton also offers to the guests a Yacht Collection that caters to 300 guests with 150 suites, a private terrace and elevated dining. The guests can check in through the app prior to arrival, make reservations, request valet service and also check out. The reward points are linked to the account to keep track of updates and activities.
[image: ]
The services of Ritz Carlton are of high class at premium pricing. It belongs to the luxury sector of hospitality and resulting from the premium positioning, premium pricing strategy has been adopted.
[image: ]
Ritz Carlton had initially started business in the US and has spread across 30 nations (Travel.usnews.com, 2023). The headquarter is in Maryland with locations including Japan, India, China, the UK, morocco, Egypt, Mexico, Malaysia, Spain and Qatar.
[image: ]
Ritz Carlton uses a variety of media to advertise their business. Due to the brand's high level of luxury, word-of-mouth marketing plays a major role in its spread. Brand awareness is raised through the usage of travel publications, the official website, and other channels (C and NS, 2017). In India, the chain is involved with the IPL auction and host big conferences and events as the official venue partner to enhance brand visibility (Insider.in, 2023). The app provides vacation packages and incentives like the reward system that involve room upgrade, complementary stay and so on.
Objectives
[image: ]
The objective of the marketing plan is to increase traffic on the official website by 2500 in 6 months and registrations on the official app by 500 in 6 months. This will be measured by reviewing the progress on a monthly basis; if in the first 3 months at least 1250 increase in the website and 250 increase in the app is not recorded, then the tactic will have to be reviewed and changes will have to be implemented.
Strategy – Ansoff’s Matrix 
[image: ]
Market Penetration the hotel has benefited from increasing production capacity and market penetration as a result of its pursuit of service excellence, which has improved effectiveness and efficiency in cost control while expanding the hotel's client base. Market penetration has been further facilitated by increased marketing investment. Novel and inventive methods of distribution are employed, resulting in improved distribution. The competitive pricing for the hotel increases its appeal while the reduction of operational cost increases the application of competitive pricing (Gilg and Gadacken, 2022). Competitors are acquired through the diversification of the distribution channels and supply chain. Joint ventures and partnerships have been established with other players within the industry. New product features and benefits have been identified with the existing products in the existing markets thereby increasing the consumption frequency.
Product Development is achieved by modifying existing products and launching new products. Through research and development and strategic partnerships, the business is developed further. Product quality is also developed to introduce them within the same market. 
Market development is possible through research and development and by strategic regional expansion. Business growth is further enabled using international expansion and adding to the customer segments (Coussement et al., 2014). High investment is also made in building awareness of the brand and educating the customers regarding the new products in the new markets. Sales in increased by educating the new segments of customers in the new and also existing markets for overall development and also growth of the business.
Diversification is vertical in nature, with new products being presented beneath current product lines. The introduction and engagement of new items that are unrelated to the current product lines results in horizontal diversification. By combining new ventures with existing ones, diversification is accomplished. Conglomeratic expansion is investigated and new business is entered through mergers and acquisitions.
Tactics
[image: ]
The guests of the Ritz Carlton show their dedication to the visitors by acting with honesty, trust, integrity, devotion, and respect. Given how widely digitalisation has spread, digital tools might be useful for resolving the challenges found. For example, in view of the recent pandemic when social distancing was essential, remote working was encouraged and there were travel restrictions, digital means were employed to ensure the stay of guests was memorable and there was minimal exposure to risks. Further, from the application of Ansoff’s strategic tool it is apparent that Market Penetration strategy is the best suited strategy for Ritz Carlton and thus, the marketing mix are being reshaped as per above analysis.
	Product
	Product: The products would be digitally enabled, digital key, web check in and check out and other amenities that can be provided without the need of man power such as bots for room service and equipped with developed services to ensure successful market penetration.

	Price
	Price: Pricing would have to be at premium range to maintain the brand value of Ritz Carlton while penetrating in the market and ensure the value of the brand.

	Place
	Place: While the pandemic required some properties such as in New York to close down for renovation, otherwise, there would be no significant changes in place. Further to check out and open more hotels in the different parts of UK as the market penetration strategy.

	Promotion 
	Promotion would extensively use digital means, social media and web presence for promoting the business along with the official website. Other than that, luxury magazines and others would be continued to be used.



Action
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	Communications Plan
	
	
	

	Company Name
	Ritz Carlton
	
	
	

	Project Lead
	Project Start:
	Wed, 01-11-2023

	
	
	 
	

	TASK
	Metrics
	 
	START
	END

	Advertising 
	 
	 
	 
	 

	Tv
	1000 views a day
	 
	November
	May

	Radio
	Aired 5 times a day
	 
	November
	May

	PPC
	1000 clicks
	 
	November
	May

	Luxury Magazines
	5 insertions a month
	 
	November
	May

	Social Media
	Constant presence
	 
	November
	May

	Personal selling
	 
	 
	 
	 

	Word of mouth
	 
	 
	November
	May

	On premise upgrade
	 
	 
	November
	May

	Email
	 
	 
	November
	May

	App activities
	 
	 
	November
	May

	Activity/Channel 
	 
	 
	November
	May

	Sales promotion
	 
	 
	 
	 

	Luxury Magazines
	 
	 
	November
	May

	Social Media
	 
	 
	November
	May

	Target Mailers
	 
	 
	November
	May

	Television Advertisement
	 
	November
	May

	Venue Partnership
	 
	 
	November
	May

	Public relations
	 
	 
	 
	 

	Corporate tie Up
	 
	 
	November
	May

	Sports Sponsorship
	 
	 
	November
	May

	Venue Partnership
	 
	 
	November
	May

	Direct marketing
	 
	 
	 
	 

	On premise upgrade
	 
	 
	November
	May

	Email
	 
	 
	November
	May

	App activities
	 
	 
	November
	May



Control
[image: ]
The success would be measured using the following means:
· Addition of clients in a span of 6 months from the market plan
· Increase in revenue in 6 months from the market plan implementation
These have been selected since both of these directly implicate the success of the plan and the rate of improvement the business has witnessed due to the changes brought in by the plan.
Conclusion
[image: ]
The above marketing plan is based for Ritz Carlton, a luxury chain of hotels to ensure the traffic on the website and the registrations on the app increases by 2500 and 500 respectively in a span of 6 months. Detailed analysis of the business, the environment and related factors have been done for ensuring the plan achieves success.
[image: ]


Marketing Mix


Product: The products would be digitally enabled, digital key, web check in and check out and other amenities that can be provided without the need of man power such as bots for room service and equipped with developed services to ensure successful market penetration.


Price: Pricing would have to be at premium range to maintain the brand value of Ritz Carlton while penetrating in the market and ensure the value of the brand.


Place: While the pandemic required some properties such as in New York to close down for renovation, otherwise, there would be no significant changes in place. Further to check out and open more hotels in the different parts of UK as the market penetration strategy.


Promotion: Promotion would extensively use digital means, social media and web presence for promoting the business along with the official website. Other than that, luxury magazines and others would be continued to be used.



STP


Segmenting: 	As Ritz Carlton has a premium position, the target segment of customer include celebrities, business executives, leisure travellers, sports personalities, corporates and people who are from the upper segment of the society (Wang and Wong, 2020).


Targeting: 	The target market that Ritz Carlton has include the premium segment within the hotel market. The target includes those customers who seek luxury. The luxury segment is directly targeted using luxury magazines and emails. The network for luxury advertising is targeted to reach the desired market. 


Positioning: 	Ritz Carlton is perfectly positioned with the hotel philosophy stating ‘we are ladies and gentlemen serving ladies and gentlemen’ (Gilg and Gadacken, 2022). The brand is considered to be synonymous with high service levels in hospitality.
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Introduction

The purpose of the marketing plan is to discuss the target
market and current business environment for Ritz

Carlton.

Developed in perspective of a marketing professional, the
presentation addresses the current strategies of
marketing for the hotel.

The key frameworks used in the marketing plan including
the Marketing Mix, SWOT analysis and PESTLE Analysis
along with Bowmans Strategy Clock and Ansoff Matrix
along with Communication Mix to provide an insight into
the business, its current environment and the marketing
tactics required to stay ahead in the market.
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seekdestinations that are novel which the hotel caters to.

Company

WEAKNESSES
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the bottom line is rapidly declining with Brexit and other
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dustry has dedlined resuiting from terror

activities, natural disasters, impact of Brexit and the recent
pandemic, it has affected the business negatively

The intense level of global competition faced from other
renowned brands has threatened to poach the market share
(Gilg and Gadacken, 2022).





image6.png
Segmenting

Targeting

ioning

Customers

As

Carlton has a premium position, the target segment of customer include celebriti

s, business
executives, leisure travellers, sports personalities, corporates and people who are from the upper segment of
the society (Wang and Wong, 2020).

The target market that Ritz Carlton has include the premium segment within the hotel market. The target
include those customers who seek luxury. The luxury segment is directly targeted using luxury magazines and
emails. The network for luxury advertising is targeted to reach the desired market.

Ritz Carlton is perfectly positioned with the hotel philosophy stating ‘we are ladies and gentlemen serving
ladies and gentlemen’ (Gilg and Gadacken, 2022). The brand is considered to be synonymous with high service
levels in hospitality.
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Competitors

In the perpetual positioning map the organisation can be placed as the service provider
offering services at premium or high price and ensuring quality and in that region W Hotels
and Edition are the main competitors of Ritz Carlton.

Ritz Carlton offering premium pricing is in the differentiation and focused differentiation
quadrant of the clock.
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Collaborators

Ritz Carlton because of the high level
of success achieved attracted the
attention of the industry and was
purchased by
International
2014).

Marriott
(Coussement et al.,

MNarriott

INTERNATIONAL

THE RiTZ-CARLTON

<
2

TA] &

In the year 2006, Taj Hotels, a
subsidiary of the Tata Group in India
purchased Ritz Carlton Boston which
went on to be the Taj Boston in the
year 2007 (Gilg and Gadacken, 2022).

parties and seminars and so on.

In terms of B2B, Ritz Carlton has got a good hold of its B2B activities by
offering varied services to the other business organisations from different
sectors mainly by offering banquet halls for business conferences, corporate
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Climate

Moderat inflation isessential for the business to flourish and boost the confidence of customers
Moderate level of interest rate enables the business totake loans for growth and development (Coussement et al.,
2019)

Spending trend of the consumers impactthe business

‘The trend of unemployment when higher resultin low disposable income for the economy

Demographically, having more younger population benefits the hotel thus expandingthe customer base
Inthe perspective of education, higher the level of education, more desirable tisto benefit the hotel business

The sizeand structure of the familiesdetermine the nature and frequency of purchase made and impact consumption
patterns (Gilgand Gadacken, 2022)

Health concerns are on the rise and thus requiring itz Carlton to introduce health aspects n the products.

‘Advancement of technological infrastructure benefits the hotels with contactless service and digitalized features.
‘The penetration of the internet, ease of access to high speed wi~ fiand havingthe property with internet access makes
the business more desirable and operations more impactful.

Application of socialmedia has made it possibletoreach to more people by the clickofa button

Withtechnological advancement, there is high investment in research and development.

Through recycling and environmental sustainabilty, the corporate social responsibiltiesare met
Adequate waste management ensures checks are maintained, regulations arefollowed and hasslesare avoided.
By means of green consumption, there is increased awareness for environmental sustainability society (Wangand
Wong, 2020).

Investments made on renewable energy has strengthened the corporate social responsibility initiatives

‘There are strict health and safety lawspecifications
Employment laws dictate the terms and conditions that need to be applied within the business
Application of anti— discrimination laws ensure the work environment is inclusive and non - discriminatory
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Price

[ the legendary GROWTH continuesyy

Number o hotls in operation and under development

The services of Ritz Carlton are of
high class at premium pricing. It
belongs to the luxury sector of
hospitality and resulting from the
premium  positioning, premium
pricing strategy has been adopted.

9 97 9 9 00 01 02 03 04 05 06 07 08 09

Growth of the Global Hospitality Industry.





image12.png
Place

Ritz Carlton had initially started
business in the US and has spread
across 30 nations.
(Travel.usnews.com, 2023).

The headquarter is in Maryland
with locations including
« lapan,
India,
+  China,
+ TheUk,
+  Morocco,
*  Egypt,
+ Mexico,
*+  Malaysia,
*  Spain
* Qatar

PuttingontheRitz | Hotloccupany nNorth America
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Promotion

Different media are used by Ritz Carlton for promoting the business. As the brand
is high premium, there is high dependence on word of mouth propagation. Travel
magazines, the official website and others are used for building brand awareness
(C and NS, 2017). In India, the chain s involved with the IPL auction and host big
conferences and events as the official venue partner to enhance brand visibility
(Insiderin, 2023). The app provides vacation packages and incentives like the
reward system that involve room upgrade, complementary stay and so on.
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Obijectives

* The objective of the marketing plan is to
increase traffic on the official website by 2500
in 6 months

Another objective is to increase registrations on
the official app by 500 in 6 months.
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Quest for Service Excellence
allows the hotel to reach
more customers within the
market  while enhancing
effectiveness and efficiency
in control of overhead cost.
Increase  in marketing,
investment has further aided
market penetration. Through
enhanced distribution,
innovative and new
distribution means are used.
The competitive pricing for
the hotel increases its appeal
while the reduction of
operational cost increases
the application of
competitive pricing (Gilg and
Gadacken, 2022).

Possible through research
and development and by
strategic regional expansion.
Business growth is further
enabled using international
expansion and adding to the
customer segments
(Coussement et al., 2014).

Existing

Strategy

Existing

X
P

Market Product
Development

Penetration

T

Market
Development

Achieved by  modifying
existing  products  and
launching new  products.
Through  research  and
development and strategic
partnerships, the business is
developed further. Product
quality is also developed to
introduce them within the
same market.

Diversification is achieved in
terms of new business with
conglomeration with other
businesses. Through mergers
as well as acquisitions,
conglomeratic  growth s
explored with new business
being entered.
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Product

Price

Place

Promotion

Tactics

Product: Th products would be dgitally cnabled, digal key web check in
and check out and ther amenites that can b provided withoutthe need of
man power such 35 bots for raom service and equipped with developed
servics 1o ensure successful market penctration

Pice Picng would have 10 be 3t premium range 1o maintain the brand
value of Riz Carton while pentratng nthe market and ensure the vaue of
the ranc,

Place: While the pandemicrequired some praperiessuch s in New York to
close down for rencvatio, othewise, there wculd be no sgnfican changes
in place. Futher 0 check out and open more hotel n the diferent parts of
UK asthe market penetation stratey.

Promation would extensiely e digal means, sodal media and web
prsence fo promating the business along with the offcial website. Other
than that, oxury magarines and ofhers would be contnued to b used.
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Action

Communications Plan _——

[Company Name Ritz Carlton
Projectlead Project Start: Wed, 01-11-2023

Task. Metrics. START END
‘Advertising

1000 views a day Noverber May
Aired 5 times a day Noverber May
1000 clicks Noverber May
Sinsertions a month Noverber May
Constant presence Noverber May

Novermber vy
November way
T I— Novermber way
November vy
November way
Novermber vy

November May

Noverber May
| Television Advertisement ___________________________| November May
Venue Partnershi Noverber May

Public relations

Corporatetie Up Noverber May
Sports Sponsorship Noverber May

Venue Partnershi Noverber May
Direct marketing

On premise upgrade November May
I — Noverer May

‘App activities November May
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Conclusion

The above marketing plan is based for Ritz
Carlton, a luxury chain of hotels to ensure the
traffic on the website and the registrations on
the app increases by 2500 and 500 respectively
in a span of 6 months. Detailed analysis of the
business, the environment and related factors
have been done for ensuring the plan achieves
success.
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