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[bookmark: _Toc128608661]Introduction
The report will focus on the major purpose of the marketing plan which mainly focuses on the marketing strategies used by a five-star luxury hotel namely Ritz Carlton. Along with this, it will include a discussion on the company’s situation, customers, and competition that it faces. Moreover, impact of business collaborations and PESTLE elements on the organisation will be explained. Furthermore, SMART objectives will be established for the company and business strategies tactics such as marketing mix, will be elaborated for its benefit. A timeline and controlling steps to guide the plan will also be presented in the report.


[bookmark: _Toc128608662]Situation Analysis
[bookmark: _Toc128608663]SWOT analysis 
	Strength
1. Global presence
2. Enhancing sales through reward programs

	Weakness
1. The brand name comes with the insight of being expensive.
2. The bottom line has the reduced result of numerous competitors.


	Opportunities
1. Novel destination
2. Increase sales with special packages
	Threats
1. Increase cost for operations
2. Natural disaster impact business.


[bookmark: _Toc128608664]Customer’s profile
Ritz Carlton will target customers include individuals who belong mainly to the upper middle class and the rich society. They will cater to the need of people interested in business or luxury travel who belongs to the age group of 20-55 years of age
[bookmark: _Toc128608665]Porter's five factors of Ritz Carlton
	Factors
	Description and Impact

	Threat of substitute products and services
	The threat of substitute products is very low as hotels providing substitute services might not meet the expectations of the high society people who have been in search of luxurious stay. 

	Power of suppliers
	The hospitality industry has various luxury hotels who usually focus on international suppliers. Therefore, national suppliers do not get much power to bargain which is beneficial for Ritz Carlton.

	Power of buyers
	The buyer has the power to compare and select the best option due to the presence of multiple luxurious hotels in the market. It shows how the company’s competitive edge is lower than the buyers.

	The threat of new entrance
	The new entrance impact the existing businesses negatively in such a context the company has strong power as it has established goodwill in the market and the power of the company is high.

	The threat of competition
	Multiple competitors can attract the customer base of Ritz Carlton with their personalised and luxurious services. Intense competition is highly risky for the company (Mir, et. al., 2019).



Perceptual positioning map-High Quality
Low Quality
High Price
Low Price
· The Grand
· Ritz Carlton

· Britannia
· Corbigoe
· The Grand
· The Merlin
· Premier Inn
· Travelodge
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Ritz Carlton has partnered up with firms like CleanConscience and Vogue (Capobianco, et. al., 2021). This enables the company to enhance the growth and success of the business in many more new areas and generate a good amount of revenue.
[bookmark: _Toc128608667]PESTLE analysis
	Political factors
	The stable UK government enables Ritz Cralton to grow. However, the increased rate of tax declines the profit of businesses.

	Economic factors
	The increasing recession has affected the income of the customers which has made it difficult for the firm to get customers easily.

	Social factors
	The customers have become much more focused on conducting luxurious business and solo trips which has beneficial for Ritz Carlton (Kalra, et. al., 2020).

	Technological factors
	Innovation, and usage of social media enables the business to grow.

	Legal factors
	Regulations like Equal Rights Act and Health and Safety Act has enabled companies to invest on employees’ welfare making their expense rise.

	Environmental factors
	Ritz Carlton has been forced to involve recycling and waste management practices within their CSR policies. 


[bookmark: _Toc128608668]Objectives 
Specific: Increase customer satisfaction ratings in the hotel's spa by 10% by the end of the year.
Measurable: Increase the average room occupancy rate by 5% in the next quarter.
Achievable: Train 80% of front-line employees in the new customer service procedures within the next 6 months.
Relevant: Increase revenue by 15% by expanding the hotel's catering services for corporate events.
Time-bound: Reduce the average response time for guest complaints from 24 hours to 12 hours within the next month.
Marketing Plan Summary for Ritz-Carlton:
The marketing plan for Ritz-Carlton aims to increase revenue and product consciousness by directing high-end explorers and local business executives through personalized email campaigns, social media advertising, and exclusive events (Desai, and Vidyapeeth, 2019). The goal is to increase revenue by 15% within the next six months by implementing effective marketing strategies that align with the brand's luxury image and reputation for exceptional customer service.
[bookmark: _Toc128608669]Strategy 
Ritz-Carlton's value proposition is to provide an unparalleled luxury experience through their exceptional customer service, elegant accommodations, and unique amenities. To communicate this value proposition, the Ritz-Carlton uses a variety of channels, including their website, social media, and advertising campaigns. They also rely heavily on word-of-mouth marketing, as satisfied guests often recommend the hotel to friends and family. The value proposition is delivered through the hotel's core values, known as the "Gold Standards," which include personalized service, attention to detail, and creating emotional connections with guests (Huang, and Rust, 2021). The Ritz-Carlton also invests heavily in employee training and development to ensure that every staff member embodies these values. It has been noted that as per Bowman's Strategy Clock, Ritz-Carlton employs a differentiation strategy, as they differentiate themselves through their unique value proposition and exceptional customer service. This strategy allows them to charge premium prices and appeal to a specific target market of high-end travelers and business executives. By focusing on differentiation, the Ritz-Carlton can preserve its location as a frontrunner in the luxury hotel industry.
[bookmark: _Toc128608670]Tactics 
[bookmark: _Toc128608671]Marketing mix:
Product:
The services offered by Ritz-Carlton is luxurious accommodations, amenities, and services. The hotel focuses on creating personalized experiences for its guests, with a keen attention to detail. The hotel rooms are spacious and elegant, with premium bedding and high-end amenities. Additionally, the hotel offers a variety of services such as fine dining, spa services, and fitness centers (Çınar, et. al., 2020). The hotel's product is designed to appeal to high-end travelers and business executives seeking a luxury experience.
Price:
Ritz-Carlton is a premium brand, and its pricing strategy reflects this. The hotel charges premium prices for its accommodations and services, which are targeted towards high-end travelers and business executives seeking a luxury experience. The pricing strategy is designed to reflect the brand's exclusivity and sophistication, while also generating revenue for the hotel. The hotel also offers a loyalty program that rewards guests with exclusive perks and benefits, which helps to reinforce the hotel's premium positioning.
Place:
Ritz-Carlton hotels are located in prime locations around the world, including major cities, resort destinations, and business hubs. The hotel's locations are carefully chosen to reflect its brand positioning and to attract the target market of high-end travelers and business executives. Ritz-Carlton hotels are often located in upscale neighborhoods, with easy access to attractions and amenities (Damnjanović, et. al., 2020). The hotel's physical locations are designed to reinforce the brand's premium positioning.
Promotion:
Ritz-Carlton's promotion strategy is designed to reflect its luxury brand positioning. The hotel uses a variety of channels to promote its brand, including advertising campaigns, social media, and word-of-mouth marketing. The hotel also relies heavily on its reputation for exceptional service to attract and retain customers (Moh'd Mansour, 2020). The promotion strategy is designed to appeal to the hotel's target market of high-end travelers and business executives seeking a luxury experience. 
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Gantt chart
	Milestone
	Activities
	W1
	W3
	W4
	W7
	W8
	W11
	W12
	W16
	W17
	W20
	W21
	W23
	W24

	M1
	Preparation
	
	
	
	
	
	
	
	
	
	
	
	
	

	M2
	Market research
	
	
	
	
	
	
	
	
	
	
	
	
	

	M3
	Marketing channels schedule
	
	
	
	
	
	
	
	
	
	
	
	
	

	M4
	Gathering feedback
	
	
	
	
	
	
	
	
	
	
	
	
	



[bookmark: _Toc128608673]Control 
The USP of Ritz-Carlton is its exceptional customer service. Its features include luxurious accommodations, amenities, and services. The benefits are personalized experiences, attention to detail, and a sophisticated brand image. To measure success in Ritz-Carlton, we can use a combination of metrics such as customer satisfaction ratings, revenue growth, repeat business, social media engagement, and brand awareness (Wang and Wong, 2021). Positive attitudes towards the brand, increased profitability, and acquiring new customers would all be indicators of a successful marketing campaign. 


[bookmark: _Toc128608674]Conclusion
The report has included different marketing plans and theories. Furthermore, several challenges have been identified in the above report such as challenges regarding the marketing segmentation strategies, promotional tactics, monitoring as well as evaluation of such marketing plans need to be rectified. In addition to that, the company need to make a proper and effective plan for the enhancement of its sale and revenue.
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