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Introduction
A marketing plan is an advertising strategy proposed for a business in order to improve its services and products (Ferrell et al., 2021). Given that, the purpose of this marketing plan is to evaluate the current implications of Ritz Carlton and suggest realistic strategies for the betterment of its services, products and facilities while keeping in mind the ongoing trends and consumer perceptions. Thus, the marketing plan would be including frameworks such as SWOT analysis, STP, Porter's five forces and PESTLE analysis with respect to Ritz Carlton. The hotel is officially an American brand, but it also resides in the UK, where the research would be based.
Situation Analysis
SWOT Analysis
	Strengths		
	Weaknesses

	· Existence in the right places
· Employee quality
· High interaction among the stakeholders
· Trust in the workers
· Positive consumer feedback
	· Delivering the best and most memorable experience
· Sustaining the brand image
· Fluctuating demands

	Opportunities	
	Threats	

	· Inclusion of more sanitary products within its services, considering today’s post-pandemic era
· Increase in sales volume by expanding the market reach in developing countries such as India (Marpaung et al., 2019).
· High rate of market share of business through more joint ventures.
· Collaborative relationships with schools, colleges, diners and healthcare units have the potential to boost the number of consumers.
	· Financial instability in the countries where Ritz Carlton has its market reach, leading to generate numerous issues for the hotel chain.
· The inclusion of more sanitary products can be very costly and could lead to a drop in the hotel's earnings margin.
· Due to a complex supply chain, any minor deception at any stage of the supply chain can lead to a series of problems.



Customers: Segmentation and Targeting/Customer profiles
STP is defined as a highlighted model for identifying any corporation’s targeted consumer base, products and the strategies involved in such (Shah et al., 2019). In terms of Ritz Carlton, the hotel's current consumer base is divided into two segments, which include independent travellers and meeting event planners. Given that, the hotel aims to increase the relevance of health products after the COVID because its consumer base is vigilant about the matter, and it also has the potential to attract new clients.
	Geographic 
	International and national customers

	Demographic
	Age: 16-70
Both Males and Females

	Behavioural
	-Travellers
-Meeting event planners

	Psychographic
	-Middle- and upper-class customers
-Tourists and business people



Competitors: Porter’s five forces
	Threats of New Entrants
	-High
-Due to the low resilience of barriers and the profitable nature of the industry, the threat of new entrants is high.

	Rivalry Among Existing Firms
	-High
-Tough competition executed by Holidays Inn and Four Seasons Hotel and Resorts.

	Bargaining Power of Suppliers
	-High
-Due to the concentration of suppliers in one region and their existence in a limited amount, their bargaining power is high. 

	Bargaining Power of Buyers

	-High
-Due to decreased profitability and an increase in competition, the buyers' bargaining power is high.

	Threat of Substitute 
	-High
-Due to a shortage of sanitary products, customers utilise other brands' products.



Collaborators
Ritz Carlton currently established a collaboration with the luxury goods company Asprey. The hotel maintains its relationship with the company through healthy interaction and B2B relationships (Ritz Carlton, 2022).
Climate: PESTLE Analysis
	Political
	Disturbance in the political domains due to the UK's exit from the European Union, the departure of the Prime Minister and the Queen's death.

	Economic
	The hospitality industry is recovering quickly after the pandemic's demise, leading the UK to generate a gross GDP of 4.2%, totalling up to 3.198 pounds (Statista, 2022).

	Social
	Heavy utilisation of digital assets is trendier among social views, which is why Ritz Carlton seeks to include efficient use of social media and digital devices.

	Technological
	The hotel, especially after the pandemic, has introduced critical and responsive data on guests’ preferences and increased the quality and quantity of error-free digital products.

	Legal
	For being an international hotel chain, Ritz Carlton pays heed to UK's hospitality policies and similarly pay respect the copyright laws and safety commandments (Wibowo et al., 2020).

	Environmental
	Conversion of hotels’ operations to sustainability is necessary given the threat of an increase in global warming due to the hotels' air pollution and carbon emissions (Stahurska, 2016).








Objectives
· To develop brand image and awareness of the hotel through digital and social media platforms within 6 months
· To increase the number of visitors in the hotel by 15% within 2 months 
· To increase the revenue of the hotel in the next 2nd quarter of 2023
· The objective is to work on consumers engagement activities and increase loyal consumers base by 10%
Strategy
Ritz Carlton's value proposition is constructed upon the foundations linked with providing its consumer base with genuine comfort and care, and to accomplish that, the hotel's services include the finest luxurious experience (Ritz Carlton, 2022). Furthermore, the hotel pronounced its values as serving its clientele with highly esteemed services which cater to their relaxation and satisfaction, altogether providing them with a memorable stay. In regards to that, Ritz Carlton trains its workforce to be customer obsessed, meaning that their utmost priority should only be their clients. In light of such, Ritz Carlton seeks to improve its value proposition with respect to the aftereffects of COVID and the UK's Brexit (Tong et al., 2020). Along with that, it use social media promotions to promote these facilities. The hotel aims to include health and sanitary products in its hourly room services while also focusing on the increase in safe consumable food. Customers, given the continuous threat of COVID and Omicron diseases, prefer hotels which are extremely vigilant in terms of health management and offer clean products. 
Tactics
Marketing mix: 
-Product – Ritz Carlton is a leading hotel in the hospitality industry, and it is located in 30 countries which, includes the USA, Canada, Amelia Island, Boston, Atlanta, Arlington and many others. It is located in major cities. Its hotels are located at prime locations along with the airports and the tourist attractions in order to facilitate the visitors. In addition to that, it provides quality services and provide a memorable experience to the consumers (Ritz carlton, 2022). 
-Place (Distribution) – In this advanced era, the major facilities that Ritz Carlton is providing for its consumers is the availability online and on tourist cities. Consumers can easily approach tourism sites and travel booking sites and book hotels for them at their desired locations. To track the locations, normal google maps are used by the consumers. The online channel and guide on their website are also available for consumers. Ritz carton UK make sure to facilitate its consumers and visitors by providing proper details on their websites and in-house maps as well, as availability is an effective tool for the hotels in the industry (Batsis et al., 2019). 
-Price – The ritz Carlton provides world-class services to its consumers at a premium pricing strategy. Ritz Carlton makes it evident for the consumers to deliver quality services and manage the service quality to justify the premium pricing strategy. It returns it provides satisfaction. As it has been identified that, on average, the per night price of the room at Ritz Carlton is  $26,300 per night, and the hotels are also located in capital cities of the countries which attract more visitors(Nagle and Müller, 2017). 
-Promotion – Ritz Carlton invests in the promotional activities of the company because it has been considered an important element that can help to promote the business and a way of communication with the consumers. It is believed that promotional activities help to increase brand awareness (Hills et al., 2015). Ritz Carlton invests in premium ad units and invests in multiple media platforms. It continuously invests in new products and services that help the companies in managing promotional activities and remains active for the consumer’s approach (Zheng and Geroliminis, 2016).
Action
To promote the Hotel, the company would continue to invest in marketing activities, as it will invest in the technology of AI to gather information about consumers’ preferences and then develop content on social media. Digital media will be used, and SEO will be done to increase the rating of the website and relevant sites on social media. Teams manage the business on the page and off-page SEO marketing, along with posting on social media. These marketing tools as been selected because it is effective and help in accruing a new consumer base for the company (Liu et al., 2020). 
-Gannt chart
[image: ]

Control
The USP of the Ritz Carlton UK is their luxury services and exceptional experience for the consumers. It benefits the consumers to experience quality services and enjoy the best food and safe environment. The success of the promotional strategies is evaluated through the amount of market share in the industry and the consumer base. The consumer’s feedback will also help to identify the success of the strategies (Istanti et al., 2020).
Conclusion
Ritz Carlton UK provides effective services to consumers at premium prices, and it has been identified that after covid and Brexit effects, the company can increase its consumer base by investing in customer service and also working on social and digital media marketing. The major challenge the company can face is the lack of skills in employees, so to overcome that company can invest in training their employees.
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                                                                                                                                                                                • The purpose of this marketing plan is to evaluate the current services of a hotel and suggest relaistic strategies for its betterment with respect to consumer prefernces and ongoing trends (Ferrell et al . , 2021 ) . • The selected hotel is Ritz Carlton . • Frameworks such as SWOT analysis, STP and Porter’s five forces would be utilized in the plan . Introduction
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                                                                                                                                                                                  Company: SWOT Analysis             Strengths Weaknesses • Existence in the right places • Employee quality • High interaction among the stakeholders • Trust in the workers • Positive consumer feedback • Delivering the best and most memorable experience • Sustaining the brand image • Fluctuating demands Opportunities Threats • Inclusion of more sanitary products within its services, considering today’s post - pandemic era • Increase in sales volume by expanding the market reach in developing countries such as India ( Marpaung et al., 2019). • High rate of market share of business through more joint ventures. • Collaborative relationships with schools, colleges, diners and healthcare units have the potential to boost the number of consumers. • Financial instability in the countries where Ritz  Carlton has its market reach, leading to generate numerous issues for the hotel chain. • The inclusion of more sanitary products can be very costly and could lead to a drop in the hotel's earnings margin. • Due to a complex supply chain, any minor deception at any stage of the supply chain can lead to a series of problems.
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                                                                                                                                                                                                      Customers: Segmentation and Targeting/Customer profiles              Geographic  - International and national customers  Demographic  - Age : 16 - 70  - Both Males and Females  Behavioural  - Travellers  - Meeting event planners  Psychographic  - Middle - and upper - class customers  - Tourists and business people
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                                                                                                                                                                                                                                              Competitors: Porter’s five forces                Threats of New Entrants  - High  - Due to the low resilience of barriers and  the  profitable nature of the industry, the threat  of  new entrants is high .  Rivalry Among Existing Firms  - High  - Tough competition executed by Holidays  Inn  and Four Seasons Hotel and Resorts .  Bargaining Power of Suppliers  - High  - Due to the concentration of suppliers in  one  region and their existence in a limited  amount,  their bargaining power is high .  Bargaining Power of Buyers  - High  - Due to decreased profitability and an  increase  in competition, the buyers' bargaining power  is  high .  Threat of Substitute  - High  - Due to a shortage of sanitary  products,  customers utilise other brands' products .
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                                                                                                                                                                                • Ritz Carlton currently established a collaboration with the luxury goods company Asprey . • The hotel maintains its relationship with the company through healthy interaction and B 2 B relationships (Ritz Carlton, 2022 ) . Collaborators
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                                                                                                                                                                                                                                        Climate: PESTLE                  Political  Disturbance in the political domains due to the UK's exit from the  European  Union, the departure of the Prime Minister and the Queen's death .  Economic  The hospitality industry is recovering quickly after the pandemic's demise, leading  the  UK to generate a gross GDP of 4 . 2 % , totalling up to 3 . 198 pounds ( Statista , 2022 ) .  Social  Heavy utilisation of digital assets is trendier among social views, which is why  Ritz  Carlton seeks to include efficient use of social media and digital devices .  Technological  The hotel, especially after the pandemic, has introduced critical and responsive data  on  guests’ preferences and increased the quality and quantity of error - free digital products .  Legal  For being an international hotel chain, Ritz Carlton pays heed to  UK's  hospitality policies and similarly pay respect the copyright laws and  safety  commandments .  Environmental  Conversion of hotels’ operations to sustainability is necessary given the threat of  an  increase in global warming due to the hotels' air pollution and carbon  emissions  ( Stahurska , 2016 ) .
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                                                                                                                                                                                Objectives • To develop brand image and awareness of the hotel through digital and social media platforms within 6 months • To increase the number of visitors in the hotel by 15 % within 2 months • To increase the revenue of the hotel in the next 2 nd quarter of 2023 • The objective is to work on consumers engagement activities and increase loyal consumers base by 10 %
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                                                                                                                                                                                • Ritz Carlton’s value proposition is based on providing its consumer base with genuine comfort and care with highly esteemed services which cater to their relaxation and satisfaction (Ritz Carlton, 2022 ) . • Ritz Carlton trains its workforce to be customer obsessed . • The hotel aims to include health and sanitary products in its hourly room services while also focusing on the increase in safe consumable food . Strategy


image22.png
| I\ /4

X

—\ M\

Marketing Mix

Products: Ritz Carlton is a leading hotel in the hospitality industry, and it is located in 30
countries which, includes the USA, Canada, Amelia Island, Boston, Atlanta, Arlington and
many others.

-Place (Distribution)- In this advanced era, the major facilities that Ritz Carlton is providing
for its consumers is the availability online and on touristcities.

-Price — The ritz Carlton provides world-class services to its consumers at a premium pricing
strategy. Ritz Carlton makes it evident for the consumers to deliver quality services and manage
the service quality to justify the premium pricing strategy.

-Promotion — Ritz Carlton invests in the promotional activities of the company. Ritz Carlton

invests in premium ad units and invests in multip le media platforms

/A / SRR 4
*

—~ 7 T

\

¥ 7\\ N ~N 7 >





image23.svg
                                                                                                                                                                                Marketing Mix • Products : Ritz Carlton is a leading hotel in the hospitality industry, and it is located in 30 countries which, includes the USA, Canada, Amelia Island, Boston, Atlanta, Arlington and many others . • - Place (Distribution) – In this advanced era, the major facilities that Ritz Carlton is providing for its consumers is the availability online and on tourist cities . • - Price – The ritz Carlton provides world - class services to its consumers at a premium pricing strategy . Ritz Carlton makes it evident for the consumers to deliver quality services and manage the service quality to justify the premium pricing strategy . • - Promotion – Ritz Carlton invests in the promotional activities of the company . Ritz Carlton invests in premium ad units and invests in multiple media platforms .
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                                                                                                                                                                                     Action • Digital media will be used, and SEO will be done to increase the rating of the website and relevant sites on social media . Teams manage the business on the page and off - page SEO marketing, along with posting on social media .   
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                                                                                                                                                                                Control • The success of the promotional strategies is evaluated through the amount of market share in the industry and the consumer base . • The consumer’s feedback will also help to identify the success of the strategies
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                                                                                                                                                                                Conclusion • Ritz Carlton UK provides effective services to consumers at premium prices . • I t has been identified that after covid and Brexit effects, the company can increase its consumer base by investing in customer service and also working on social and digital media marketing . • The major challenge the company can face is the lack of skills in employees, so to overcome that company can invest in training their employees
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Introduction

* The purposeof this marketing plan is to evaluate the current services of a hotel and suggest relaistic
strategies for its betterment with respect to consumer prefernces and ongoing trends (Ferrell ez al., -
2021).

* Theselected hotel is Ritz Carlton. X

* Frameworks such as SWOT analysis, STP and Porter’s five forces would be utilized in the plan.
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