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[bookmark: _Toc126096824]Introduction
Hotel management refers to the overall management and managerial process of overseeing the operations of running a hotel business (Baines, Fill and Rosengren, 2017). This report is based on a business plan to expand Hotel Ritz Carlton in USA to attract more new customers. They also have an expansion plan in place to build an additional 46 hotels. The report is being prepared for the upper management of the Ritz Carlton USA for presenting them with the new ideas and plans and measure its viability in the current market. The key tools used here are the 5 C’s, SMART, 4 P’s, etc for building the expansion plan for the hotel chain. 
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The five C analysis of the expansion plan for Ritz Carlton USA has been described below-
[bookmark: _Toc126096826]Company Analysis (SWOT)


[bookmark: _Toc126096827]Customer Analysis (STP)
Segmentation: The customer segments of the expanded market for Ritz Carlton USA will be based on their income level, like lower class, upper class, and middle class (Bennett, 2019). 
Targeting: The target segment will be the upper-middle to upper-class tourists and locals staying in that area and looking for a comfortable place to say. 
Positioning: The positioning will be based on better service quality, compared to the competitors.
[bookmark: _Toc126096828]Competitors (Porter’s Five Forces)
1. The threat of new entrants: High barriers to entry such as brand reputation, capital requirements, and economies of scale make it difficult for new entrants to compete.
2. The threat of substitutes: Low, luxury hotels offer unique experiences and amenities that cannot be easily replicated.
3. Bargaining power of suppliers: Medium, as luxury hotels have multiple suppliers for various products and services, but suppliers have limited bargaining power due to the size of the luxury hotel industry (Cateora and Graham, 2020).
4. Bargaining power of buyers: High as customers have many options for luxury hotels and can easily switch to competitors if they are not satisfied with the service.
5. Rivalry among existing competitors: High, as competition is intense among established luxury hotel chains for market share and customer loyalty (Czinkota, Ronkainen and Moffett, 2014).
[bookmark: _Toc126096829]Collaborators
The Ritz Carlton USA will have a strong B2B relationship with the local established hotel booking websites and travel agencies to build the market here. They will also build a business partnership with the local supplier, and make franchising deals with popular luxury restaurant chains to open branches in Ritz Carlton USA (Etzel, Walker and Stanton, 2019).
[bookmark: _Toc126096830]Climate
Political
Ritz Carlton has always been supported by the government for complying with the rules and regulations.
Economic
The environment includes inflation, employment rate, GDP, and interest rate. Amid the upcoming recession, USA is in a better economic condition (Geringer et al., 2016). 
Social
Ritz always maintains the social norms, attitudes, and culture of the locations. 
Technological
Ritz Carlton has always been concerned about keeping up with the latest technology and innovation. 
Environmental
Ritz Carlton hotels have always been conscious about operating in an environmentally friendly way by preserving resources (Hayward, Turtle and Great Britain. Department of The Environment, 2018).
Legal 
Ritz Carlton has hardly conflicted with legal issues and problems, due to its strict compliance with the required rules and regulations. 

















[bookmark: _Toc126096831]SMART Objectives
A SMART target framework can be used to set specific, measurable, achievable, relevant and time-bound goals for an international hotel expansion plan. For example:
· Specific: Increase international bookings by 30% within the next 12 months.
· Measurable: Track international bookings through monthly reports and analyze data to evaluate progress.
· Achievable: Utilize targeted marketing campaigns and strategic partnerships to reach new customers.
· Relevant: Prioritize expansion in markets with high demand for luxury hotel accommodations.
· Time-bound: Achieve a 30% increase in international bookings within the next 12 months (Kotler and Armstrong, 2019).
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The value proposition of a business refers to the value the customers will get against the price they are paying for the value-generating service. The value proposition of Ritz Carlton USA will be more for more. The target customer segment is the upper middle class and upper class, who values service over price. So, they will be satisfied with the better and more service provided to them at a premium price (Wall and Minocha, 2015).  
According to Bowman's strategy clock, the value proposition will be based on the differentiation of the services. 
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A marketing mix is a significant tool for making marketing plans for new products, services or any business expansion plans, outlining the key factors of a marketing plan- product, price, placement, and promotion. The marketing mix for the expansion plan for Ritz Carlton USA has been described below-
Product
The USA is one of the most popular tourist attractions in the world.  Every year millions of tourists and foreigners visit the USA. Currently, there are almost 80 million tourists in the USA. The tourism industry contributes to almost 30% of the GDP of the USA. Some of the most popular locations are New York, Las Vegas, National Park, etc. So, building a chain in these regions will help Ritz Carto to capture a huge market of tourists (Kotler and Armstrong, 2019).
Price
The price range for luxury hotel rooms in the USA can vary from $200 to $1000. The comparatively cheaper hotels can be a core value generator for the tourists there. Ritz Carlton USA can offer a price range starting from $400 and onwards.
Place
The placement of Ritz Carlton USA will be done through both online and offline channels to ensure the promotion is successful globally. The official website, as well as other hotel booking getaway websites, via partnerships. The customers can also book the hotel via phone calls. There will also be physical booking and an information booth available in the city. 
Promotion
The promotion will also be online and offline to ensure maximum reach to potential customers. For offline promotion, billboard ads, ads in local newspapers, and posters will be placed. And for online promotion, the own website of Ritz Carlton, along with the partner websites, and boosted promotion in social media will be used (Yuill, Bachtler and Wishlade, 2015). 
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	Serial
	Activities
	Duration (weeks)
	Week
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	4
	6
	8
	10
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	1
	Preparation
	2
	
	
	
	
	
	

	2
	Market research

	3
	
	
	
	
	
	

	3
	Marketing channels schedule
	2
	
	
	
	
	
	

	4
	Gathering feedback
	1
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The USP for Ritz Carlton USA will be a luxurious and comfortable stay in an internationally renowned hotel chain, with premium amenities, attentive and personalized service, free upgrades, and a prime location in the top destination in the USA. The rooms are spacious, there is a free spa and other complementary health treatments, gourmet restaurants, and state-of-the-art spas for the customers. 
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Hotel management can only be successful with capable management authority and proper planning. Ritz Carlton USA can be a huge success if it can properly execute the expansion plan of attracting more customers in the new location. It can be expected that the USA will be the perfect location for this purpose.
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Strengths:
The global presence
Financial strength
Innovation


Weaknesses:
Strict organizational structure
High cost of innovation


Opportunities:
Stable economy
New marketplaces


Threats:
Recession
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Introduction

Hotel Ritz Carlton is one of the most famous global luxury hotel chains. If it wants to increase its
customer base and attract new customers, it can start in a new location, like the USA (Baines, Fill
and Rosengren, 2017).
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Situation Analysis: Company Analysis

SWOT Analysis of Ritz Carlton the USA
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Situation Analysis: Customer Analysis
STP Analysis of Ritz Carlton the USA

Segmentation Targeting Positioning
Based on their income Upper-middle to upper- Based on better
level, like lower class, class tourists and locals service quality,
upper class, and middle staying in that area. compared to the
class. competitors(Benn

ett, 2019).
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Situation Analysis: Competitors
Five Forces Analysis of Ritz Carlton the USA

Porter's five
forces
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Situation Analysis: Collaborators
Partnerships of Ritz Carlton the USA

The Ritz Carlton USA will have a strong B2B relationship with the local established

hotel booking websites and travel agencies to build the market here (Geringer et al.,
2016).
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Situation Analysis: Climate
PESTEL Analysis of Ritz Carton the USA
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SMART Objectives

Increase international bookings by 30%.

Measurable International bookings analysis.

Achievable - Utilize targeted marketing campaigns.

Expansion in markets with high demand.

Relevant

Achieve these within the next 12 months
(Cateora and Graham, 2020).
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The Marketing Mix

Product

The most popular locations areNew York, Las Vegas, National Park, etc.
Price

Price range starting from $400 and onwards.

Place

Hotel website, booking websites, via partnerships, information centers, etc.

Promotion

Billboard ads, ads in local newspapers, the website of Ritz Carlton, and social media (Chakravarti, 2018).
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Strategy

According to the Bowman strategy clock the value proposition
will be based on the differentiation of the services. The value
proposition of Ritz Carlton USA will be more for more. The
target customer segment is the upper middle class and upper
class, who values service over price (Geringer ct al., 2016).
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Serial
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Conclusion

The administration of a hotel can only be done successfully with competent management
authority and proper planning. If Ritz Carlton USA will be able to effectively carry out its
expansion strategy and bring in a larger clientele at its new location, the company has a great
chance of achieving a high level of commercial success. It is reasonable to anticipate that the
USA will serve admirably as the location for achieving this goal.
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