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The Ritz Carlton is known for its world class service and luxury. The hotel chain was established in the ninetieth century and has a reputation of being elegant and featuring fine amenities.
‘The Ritz Carlton business strategy involves training the staff for customer obsession’(1). It is said that the staff in the hotel are trained to know how to instinctively meet any needs of the guests staying in the hotel. This strategy means \that hotel customers are bound to have a unique experience staying there and one that is appealing to them, with a sense of wanting for nothing.
This strategy is a marketing campaign in itself. The aim is that the company will attract wealthy customers who can afford to pay, and that they will generate repeat custom from those people by creating an experience where the customers every need is taken care of even sometimes without them asking for it. The strategy is to wipe out any competitors by making this bespoke experience, why would the customer look elsewhere when their every desire is catered for within this hotel? Therefore, growing loyal customers who return time and time again or in other words, they are creating customers for life.
It is obvious from looking at the marketing for the Ritz-Carlton that the company have a set of values and that their business has created a culture from being true to those values. I can see from their marketing that they really value service excellence, and that customer service is their key interest. They create lifelong customers who will return time and time again and they do this by putting a lot of energy and investment into employing the right people, and by taking care of and treating their staff well, so that they are equipped to look after guests.
The tag line for the Ritz is ‘Memories by the Ritz Carlton’. The hotel chain has created a clear-cut brand and is using this tag line, in line with the brand content to tell the story of the the Ritz- Carlton. They use social media to tell stories of their different locations by posting high quality, engaging content that streamlines the brand as it is all similar, or shot or photographed in a similar style, again which makes the brand seem more seamless.
The marketing strategy for the Ritz Carlton is to go the extra mile for the guest, and in doing so, the guest feels as though they owe good will, ie. Becoming a returning customer. Especially if the ‘just for you’ experience for the guest was unexpected or seemed like a random act of kindness. The Ritz- Carlton investing in their staff and ensuring that staff feel valued is a unique strategy but seemingly it is one that works. And as I reference later, it would be a strategy that I would recommend to other businesses, as I think that customer satisfaction is always a helpful marketing tool, especially now when we live in a time when public customer reviews are available on platforms like booking.com.
The Ritz-Carlton have created a high-quality film called journey into the Ritz- Carleton. The film is hosted on YouTube so that anyone can search for it and watch it. The tag line of the film is ‘Journey into the Ritz- Carlton’ and the film goes on to ask the question ‘where will your journey take you?’
This is followed by scenery of landscapes and cities, which give the viewer a sense of the variety of locations and luxury.
The language used in the text in the film is used in a story telling tone, to align with their story telling strategy, for example ‘across the sands of once in a lifetime’. They have also created a page called ‘stories that stay with you’ which allows the customer to explore ways that staff and the hotel have gone out of the way for guests. Putting this content forward will enable future guests to imagine this kind of luxury for themselves and will give them an insight into what they are missing if they do not book to stay here.
Part of the psychology of this marketing strategy could be based on reciprocity. In this article (2), the writer explores how Robert Cialdini’s famous book influence: the psychology of persuasion, notes that the impressive aspect of reciprocation with its accompanying sense of obligation is its pervasiveness in human culture’. The point in relation to The Ritz-Carleton is that if they create an experience that their customer feels has been perfectly tailored to them, and they feel appreciated by the hotel as a customer, then they will feel a sense of obligation to return time and time again. And we can see the values of the hotel lie in treating their staff well to be able to achieve this aim.
I will now look at the marketing strategies of the premiere inn and as I do so will compare them to that of the Ritz-Carlton. Premiere inn is obviously a completely different hotel, and it targets a different audience all together, with far more of a generalised offer.
Premiere inn hotels have an advert that says (3) ‘everything you’d expect at a 4* hotel, at a budget price’. Here we immediately see the first difference in marketing strategy. Premiere inn often advertises the low prices. This is where we can clearly see the difference in segmentation from the target customer for the Ritz Carlton. The Ritz- Carlton do not mention money or the price of a stay anywhere in any of their content, whereas the premiere inn uses it as the basis for most of their marketing campaigns.
The premiere inn is trying to catch the attention of customers who need to find cheaper accommodation. They have positioned themselves in quite a unique place in the market however, by focussing their attention and the attention of the possible customer on one key element of their stay, how comfortable the beds are. They guarantee a comfortable night’s sleep and offer customers their money back if they do not achieve this. This is a clever marketing tool because it allows possible customers to feel safe and confident in booking with premiere inn. To help with this marketing campaign, they developed the hashtag ‘goodnightguarantee’.
The difference here is that, because of the lower more budget prices, premiere inn is working to convince people that they may still get a good experience despite the lower cost of the room. Customers and potential customers of the Ritz-Carlton would not even have to consider this as a factor as it would just be expected given the luxury experience.
The premiere inn is slightly more expensive than most budget hotels. The cost is per room and there are no hidden costs i.e.. Per person costs. It
seems to me that they are trying to target businesspeople or people who travel regularly. It has found a unique place in the market through segmentation, which is just above budget, but still remains very affordable. In trying to target this audience, they have focussed both on the good nights sleep element but also on their brand design.
The colour purple which is recognisable for the brand, suggests warmth and luxury and is consistent in all hotels across the world. This will allow potential customers to still experience a level of quality, even at a lower price, and this is how premiere inn can slot themselves just above budget and is where they have positioned themselves in the market.
The Premiere inn hotel uses the image of a bed in various locations which implies that wherever you are there is a premiere inn, this tactic is familiarity, and enables customers to feel like they know what to expect with the premiere inn, the beds look the same wherever you are going, and as a customer you know exactly what to expect and will again feel confident in booking. The use of the image of the bed reinforces that beds and general comfort are of upmost importance to the premiere inn, and that you should expect a comfortable night’s sleep by staying with them.
In contrast to the Ritz Carlton, Premiere inn marketing is more matter of fact and includes tools like TV ads and celebrity endorsement. They are tying to reach the masses and so using a familiar face such as sir Lenny Henry, make people aspire to want to buy into a product more. More recently, premiere inn have also been using social media in new ways to try and reach new segments of their audience. For example they are using influencers who are creating branded content, so that people on social apps such as Instagram and tik tok are accessing their marketing. This is where Premiere inn and the Ritz Carlton are the most different. Nearly all of the content posted by the Ritz, is produced by professionals using high quality equipment and with a creative slant, where premiere inn is using network marketing opportunities, which are obviously less high quality. This does reflect the two markets they have defined and makes sense for their market segmentation.
I think that customer satisfaction in the hotel industry is always the most important factor and I believe that the Ritz Carlton have created a unique strategy that had helped them achieve growth. If I was working with other hotel chains, I would be looking to develop more ideas around employees in the company having good awareness of the values of the business so that they really invest in the customer service too.
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