A marketing plan is written for the Ritz Carlton hotel.
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Ritz Carlton is a multinational brand that operates within the luxury hotel brand of America. Currently, the hotel is operating with a total of 108 luxury resorts and hotels across the globe. The brand was founded in 1983, and over the years, the hotel chain has expanded its operations to different locations (Ritz, 2023). With the following plan, the focus will be given to using different frameworks and tools, which shall lead to assessing the environment of the brand. With that, the situational analysis will also be conducted alongside SWOT and PESTLE analysis for developing the marketing plan. 
[bookmark: _Toc127554895]Situation Analysis
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[bookmark: _Toc127554896]Company: SWOT analysis
	Strengths
	Weaknesses

	· Strong global presence (Marriott 2023).
· High synergy among the different stakeholders
· Highly skilled and trained employee base 
· High customers services 
	· Targets niche market
· Referred to as an expensive brand
· High employee turnover rate
· Declining bottom line 

	Opportunities
	Threats

	· Focus on entering developing markets such as the Asian market
· Provide special packages in order to increase the customer base (Krismasari, Astawa and Triyuni 2020).
· Emphasising fulfilling social responsibility 
· Adopting advanced technology for enhancing customer experience. 
	· Increase in competition 
· New entrants that are entering the market with new innovative ideas
· Security threats, especially due to terrorism 



[bookmark: _Toc127554897]Customers: Segmentation and Targeting/ Customer profiles
The target market of the brand is majorly corporate clients and business executives. Along with this, leisure tourists are also among the customers of the brand. Ritz Carlton focuses on targeting customers who prefer luxury and are willing to spend a high price. This indicated that the brand targeted a large and diversified customer base which provided the opportunity for growth for the company. 
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The core focus of the hotel brand is on providing a high-quality service to the guests; that focus is also given to ensuring a high customer experience. With that, the emphasis is on creating a strong relationship with the target audience because it has a significant impact on the overall performance of the company. 
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	Political factors
	· Change in government regulation, such as an increase in tax or a travel ban
· Financial support from the government helps in promoting the hospitality industry (Ntounis et al., 2022).
· Political instability also crucial for the hospitality industry 

	Economic factors
	· The economic stability of the UK is helpful for the growth of the industry
· UK GDP has been decreasing since 2022 and is at high risk of recession (Trading economics 2023).
· Financial crisis can have a significant impact on the hospitality industry 

	Social factors
	· Increase in travelling
· Consume preferences within the industry are changing frequently 
· People prefer private accommodation 
· Post-pandemic, there is a high demand for safe and healthy places (Modica et al., 2020).

	Technological factors
	· Increase in the use of advanced technologies 
· The use of technology provides an ease to consumers
· Information technology has been used to serve guests (Akbari et al., 2021).

	Legal factors
	· Change in regulatory requirement 
· Hoteliers in the UK have to comply with different regulations 

	Environmental factors 
	· Increase in sustainability concerns 
· Increase in green hospitality trends 
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The primary aim of the marketing plan is to increase the current customer base. Along with this, through the marketing plan, the emphasis will be on increasing the market share for the company, which will be helpful in gaining an edge over the other players in the market. The marketing plan will focus on accomplishing the following objectives. 
· To increase market share by 10% by quarter 2023
· To successfully enter a new market by the end of 2023
· To increase customer base by 15% by the end of 2023. 
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According to Mohd Satar, Dastane and Ma’arif (2019), the value proposition is defined as the commitment of the brand to deliver, acknowledge and communicate the value. The value proposition can be applied to the overall organisation, specific parts, products or services or to some customer accounts. In the case of Ritz Carlton, the high quality of services provided to the guests is the value proposition. The core emphasis is on making sure that the customers should have a memorable experience and luxurious stay at the hotel. This is considered beneficial for the brand in ensuring customer satisfaction which eventually leads to retaining the current customer base and, with that attracting the potential one. 
[image: ]
Figure 1 Bowman strategy clock
Source: Echchakoui  (2018)
For assessing the position of Ritz Carlton within the industry, the Bowman strategy clock would be effective. Among the different strategies, differentiation would be beneficial for the brand in order to accomplish the developed objectives. 
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Ritz Carlton hotel is a leading and well-known company in the hospitality industry. Globally the company is operating at different destinations as it is providing its services in Mexico, the Caribbean and Latin America, Santiago, and Los Cabos. Whereas in the UK, it is operating in 23 different locations. Ritz Carlton aims to deliver quality services in the UK and also in other regions (Išoraitė, 2016). 
[bookmark: _Toc127554909]Place 
Ritz Carlton is an advanced company that provides all the necessary information to consumers through emails and messages. Consumers can easily track and reach their destinations. The company use google map to locate the Ritz Carlton hotels in London (Ma’arif, 2019). The company also use pin locations to guide their consumers and provide ease for them. 
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Ritz Carlton follows the premium strategy and justifies the pricing strategy by providing quality services to consumers. It has been identified that the consumers prefer the quality experience and also consider the value for money services in the hotels which Ritz Carlton is providing to its consumers. As the competition in the industry is high, as shown in the external analysis. The competition urges the companies to manage their market share and increase the consumer base by managing the quality of their services (Thabit and Raewf, 2018). Ritz Carlton should consider the consumer's prices and also their view about the prices and comparison to attract the consumers. 
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Ritz Carlton is very active on its social media platforms and also engages the consumer to increase the market share and acquire more consumers. It is essential for the company to increase the use of AI and social and digital media platforms for managing employees and bringing new perspectives to the business. Ritz Carlton should work on its consumer base, search for new consumers, make efforts to attract them and engage them to get their interest. 
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Gantt chart of marketing activities
To make sure that all the related activities should be completed as per the allocated time and schedule, it is necessary that it would make sure that effective monitoring related to different tasks and activities should be done. The below-mentioned chart demonstrates the action plan that will be adopted for the marketing plan of the hotel.
	 
	March
	April
	May
	June
	July

	TASK
	 
	 
	 
	 
	 

	SEO team planning
	 
	 
	 
	 
	 

	SEO activities
	 
	 
	 
	 
	 

	Social media content design
	 
	 
	 
	 
	 

	Posting on social media
	 
	 
	 
	 
	 

	feedback gathering 
	 
	 
	 
	 
	 



In the present digitalised environment use of social media is considered an efficient tool in order to connect and engage with the target market (Alalwan et al., 2017). With the developed marketing plan use of social media would be beneficial in engaging the customers with the help of engaging content which will eventually lead to increased customer engagement and thus would be beneficial in accomplishing the set objectives. In addition to this, this shall also lead to building a strong relationship with the customers through effective communication (Razak and Latip 2016). 
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The unique selling point for any of the brands is effective in identifying the position of the businesses within the industry it is operating (Mohd Satar, Dastane and Ma’arif 2019). Developing a strong USP for any business is considered effective in availing various benefits that would be helpful in gaining an edge over the other players in the market. In the case of Ritz, the high quality of services provided to the guests is referred to as the USP of the business, as customers are willing to spend more money but are seeking a luxurious and comfortable place. This is beneficial for the company in maintaining a strong customer base, which eventually leads to achieving a strong position. 
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In a nutshell, it is concluded that Ritz Carlton is working efficiently in order to ensure high-quality services should be provided to the customers, which is one of the major reasons behind the success of the company. Through the developed marketing plan, the focus is on increasing the market share and customer base for the company, which shall be helpful in increasing the position of the brand within the intensely competitive market. 
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