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The key motive of the marketing plan developed for the Ritz Carlton Hotel is to gain access to the new market with their pre-existing products to further the growth of the business on a global scale. This market plan is developed to focus on attracting all types of customers, with a focus on widening the customer base internationally. Some of the frameworks used for situation analysis in this report are SWOT, PESTLE analysis, Bowman’s strategy clock and 4ps marketing mix.   

Situation Analysis
SWOT analysis
The Ritz Carlton hotel brand has strength in global presence as it operates in 30 countries globally, with over 108 hotels (see Appendix 1). Moreover, higher brand loyalty has also been a strength in enhancing its profitability. However, the company’s weaknesses lie in the perception of being expensive, affecting profitability (see Appendix 1). The current economic status has also negatively affected its operation (Ruki, 2023). The company has the opportunity to expand its business in the emerging global market by increasing its customer base. However, there are certain threats such as intense competition within the industry and increasing cost of operation that may impact the operation/ profitability of the hotel (see Appendix 1).

PESTLE Analysis
	Factors
	Impact

	Political
	Changes in immigration labour policies have promoted issues such as shortage of skilled labour for the brand (Fernández-Reino et al., 2020). 

	Economic
	The increased inflation rate of the UK (5.7%) may hamper performance of the Hotel as it influences its operating cost and expenses (Gooding, 2023). 

	Social
	The Ritz Carlton Hotel has recently been criticised for their failure to reduce utility use by 20% in 2022, leading to mass criticism. 

	Technological
	Technological advancements have benefitted the brand through the integration of AI-based customer support systems, such as Covia. (Wan, 2020). 

	Legal
	Due to Brexit, most immigrant workers were forced to leave the UK or to quit their jobs (Zotti, 2021). Therefore, Ritz Carlton have experienced challenges from labour shortages. 

	Environmental
	Ritz Carlton has incorporated renewable energy and using recyclable products to reduce environmental impact (Ritz Carlton, 2020). 


PESTLE Analysis of Ritz Carlton Hotel 
Source: (Created by Learner)
Marketing Mix
Product: Ritz Carlton is known for offering higher-quality services and focuses on providing memorable and supreme experiences. The hotel offers spacious rooms and private baths along with comfortable accessories.
Price: The hotel offers its services at a higher price as it has positioned itself as a luxurious hotel chain. This pricing strategy beneficial in fulfilling the demands of higher-income clients.
Place: The brand operates in 30 countries and has branched itself towards premium locations across many countries (Putra et al., 2020). 
Promotion:  
Ritz Carlton is leveraging its higher quality service to create experiences that are being promoted in social media. Moreover, the loyal customer of the hotel has formed a community known as the “global affluent tribe” wherein they share their experiences. 




Competitors
The Bowman’s strategy clock is an effective strategic tool which provides options in positioning within a market based on perceived value and price (see appendix 2). There are eight positions in the “Bowman's strategy clock” (Weston and Nnadi, 2021). Position 5 (Focused differentiation) has been initiated by the brand as it offers high value and price. Constant improvement of services, extra features and commitment towards helping guests create an unforgettable experience has led the hotel to set premium prices for its services. 

Collaborators
The Ritz Carlton Hotel has collaborated with the Aspery Trolley to redesign the bars within their hotels. The main reason behind this collaboration was to upgrade their bar amenities and services to benefit customer experience (Ritz Carlton, 2022). Furthermore, the Ritz Carlton Hotel brand has partnered with “The Mercedes AMG-Petronas Formula One Team” as their official hotel partner (Huang, 2021). The Hotel fostered this collaboration to promote their brand at the global level as this would assist in attracting a global audience, enhancing brand awareness and reputation. With their successful collaborations, The Ritz Carlton Hotel brand was successful in amassing a wider clientele.

Objectives
The objectives of the marketing plan are to set a SMART target for the company. Specifically, this marketing plan will highlight the importance of social media and digital marketing as a SMART goal in increasing client outreach and engagement. The aim of this marketing plan is to increase social media followers by 1 million on Instagram using influencer marketing within 6 months, promoting new and better hotel services. This can be measurable by comparison to the hotel’s current following of  730K followers on Instagram. Therefore, the objective of increasing followers by 1 million is realistic and effective in increasing brand awareness. This will be achieved through active engagement in social media, posting guest experiences and promoting services. It will take approximately 6 to 7 months in accomplishing this objective, and success will be measured by engagement levels of customers towards the posts shared by the hotel.

Strategy 
The Ritz Carlton Hotel could upgrade their “place” strategy due to their limited presence within foreign markets, as compared to competitors such as Marriott or Hyatt. The new value proposition of the brand aims to offer flexible services and facilities to the guest at an affordable price range to enter the new market with existing products (Li, 2022). To effectively achieve this within a new foreign market, the “Market penetration” strategy of the Ansoff Matrix will be used as it is effective in planning and examining the growth initiatives of the business. Through this, the brand will be able to conceptualise risk levels aligned with various growth strategies (Clarissia, 2020). The major aim of the market penetration strategy of the brand is to increase sales of the existing amenities in a new market. While incorporating  this strategy, the hotel may focus on enhancing their marketing efforts by effectively streamlining their distribution processes (Boyer, 2002). They could also lower their pricing to attract clients within the new foreign market and focus to acquire competitive advantages over their competitors with the help of unique products, services and digital promotional channels (Pravin, 2021). 
Tactics
The Ritz Carlton marketing tactics are assessed by the communication mix, which highlights the tools which business use to communicate with  potential customers. Generally, communication is most frequent through factors such as “advertisement, sales promotion, direct marketing, public relations and personal selling” (Todorova and Zhelyazkov, 2021). However, to ensure the success of the campaign, every element of the communication mix should be obtained by Ritz Carlton hotel. The product strategy of the hotel lies in offering constant upgrades in improving its services and environment. However, to enhance the capabilities of their product strategy, the brand should invest into developing their digital presence, as this would expand their outreach. Furthermore, the company could focus on  expanding their community and sustainability programs. As sustainability has become important to travellers, the brand’s involvement with sustainable and community-centred programs could further enhance customer satisfaction as they would align with modern values, promoting a larger customer base (Huh, 2017).

Action 
The Gantt chart was selected for the marketing plan as it would best expand and outline the goals on a week-by-week basis. (see appendix 2) By breaking down the goal into smaller components, more attention and accuracy can be given to subgoals, ensuring marketing strategy success (Khalilov, 2021).
Control 
The use of KPIs is essential for measuring the success of the marketing plan. The increase of new customers and positive attitudes towards the brand will serve as a KPI in measuring the success of the marketing plan. Increased social media and digital engagement with the brand will also indicate the success of the marketing plan (Stukalina, 2019). These KPI’s have been selected in accordance with the marketing plan as customer interaction aligns with the key targets of the hotel.


[bookmark: _Toc135846343]Conclusion 
Overall, whilst the Ritz Carlton is a highly successful brand, the marketing plan developed for Ritz Carlton Hotels has been centred around expanding their digital presence. This may increase customers and establish a larger regular and foreign clientele, which would further promote the Ritz Carlton as a luxury brand internationally. Furthermore, the Ritz Carlton Hotels may wish to cater to the modern traveller by displaying awareness of international issues, which would further the sense of connection between the brand and its customers. 
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Appendix 1 - SWOT analysis
	Strength 
	Weakness 

	· Global presence
· Higher brand loyalty
	· Perception of being expensive
· current economic status

	Opportunities 
	Threat

	· Expansion in the global market
	· Increasing cost of operation
· Intense competition



Appendix 2
[image: A picture containing text, screenshot, diagram, font

Description automatically generated]


Appendix 3
	Activities
	WK 1
	WK 2
	WK 3
	WK 4
	WK 5
	WK 6
	WK 7
	WK 8

	Selection of appropriate marketing channels for marketing activities.
	
	
	
	
	
	
	
	

	Budget allocation for individual marketing channels.
	
	
	
	
	
	
	
	

	The utilisation of SEO for increasing traffic on websites.
	
	
	
	
	
	
	
	

	Educating clients on products and services using content marketing.
	
	
	
	
	
	
	
	

	Attracting a global audience using social media marketing.
	
	
	
	
	
	
	
	

	Focusing on referral marketing to further enhance sale volumes.
	
	
	
	
	
	
	
	


Source:(Self-created)
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Infroduction

The hospitality industry is considered to be most
competitive in nature and requires effective marketing
‘plans for businesses within the hospitality sector.

The study will be based on the development of an
effective marketing plan for one of the well-established
hotel brands; the Ritz Carlton Hotel brand.

‘The marketing plan can be described as a vital aspect of
the business as it provides guidance for the firms in
improving their business productivity and performance.
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Overview of the Brand

©  The Ritz Carlton hotel company is an “American mulfinafional company” which operates a huxurions hotel chain known a5
the Ritz Carlton.

© The company has over 108 hotels and resorts and operates in over 30 counfries (Albisan et al, 2015).

©  The success and growth of the Ritz Carlton hotel company in 1998 afracted the aftention of the hospitality industry and the
brand was purchased by Marriott Intemnational.
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Marketing strategies and adaptations used by the
brand

Product: The Ritz Carlton hotel brand, provides
lodging and housing facilities with other benefits such
as free WIFT and attractive location.

Price: The Ritz Cariton Hotel brand, pricing strategy is
focused on offering high-quality service with a
premium price strategy

Place: The Ritz Carlton hotel brand, have a business
presence in more than 30 nations with nearly around
“100 hotels and residential properties™

PROMOTION

Promotion: The Ritz Carlton hotel brand, promotes its
business successfully with the help of a digital
marketing promotional campaign





image6.png
Effectiveness of the marketing plan

After analysing the marketing mi, it has been found that Ritz
Garlton Hotel has implemented an effective strategy which i
the major contributing factor towards the success of the
company.

‘The premium price strategy has been effective for the hotel in
enhancing its profitability and brand value.

The swot framework has analysed the intemal strength and
wealnesses along with external threats and opportunities (Dost
etal, 2019)

‘The hotel can expand is business in new emerging markets for
further growth and mitigate the threat of ntense competition.
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Recommendations

For the effectiveness of the marketing plan, the Ritz Carlton Hotel is
required to focus on implementing the market penefrafion strategy in
extonding ifs market reach and enhancing ifs productvity and profitabilty.
It is recommended that the hotel should actively engage in social media
platforms and engage with ifs customer while promoting ifs services
(Aydin, 2020).

‘The hotel should focus on upgrading ifs services and consider the needs
and demands of the curent market trends and even consider upgrading the
Service with additional facilifis and amenites.

It s also recommended that the hotel brand should expand ifs business in
new emerging markets which vill be effetive for ifs further growth and to
Sustain ifs posfion in the competifive market
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Conclusion

Duc to the lack of kuowledge and
understanding about the marketing cssentials
the management and the leaders of the Ritz
Carlton Hotel have been facing various
challenges in entering a new market.

After carcfully analysing the marketing mix of
the Ritz Carlton Hotel it can be stated that the
place strategy of the hotel is focused on both
online and offline, which further help them in
attracting more customers.

1 Fas s beentdiscavere e AR
plan_developed by the Ritz Carlton Hotel is
mostly_dependent upon the usage of digital

marketing.
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