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Introduction
Companies and their marketing teams create marketing plans to direct how they go about making and disseminating their products and services to the public. The marketing plan's major function is to establish the company's marketing strategy. In order to attract potential new customers, a marketing plan will be developed. The service sector is booming at the current time. The hotel industry is crucial to a country's economy (McDonald & Wilson, 2011). When people take vacations, they often travel to different countries, which helps the tourism business develop in those locations. The Ritz-Carlton hotel chain was founded in Europe by Céasar Ritz in the 19th century. He planned to negotiate a package that would provide them with first-rate facilities for rest and recreation, delectable meals, and exciting excursions during their trip. The Ritz-Carlton Hotel Company is the best in the world when it comes to luxury hotels. The Ritz-Carlton is now widely recognized as a symbol of European happiness.










Situation Analysis 
The 5Cs Analysis is used by Ritz-Carlton as a marketing technique to assess the current market situation. It inculcates both the micro and macro environment elements that effects Ritz-Carlton. Using the 5C analysis, Ritz-marketing Carlton's team can evaluate the likelihood of various forms of market risk exposure and then design their plans to address those risks (Subotić, M el 2021). 
Company
A SWOT analysis must be done to understand the company’s situation. The Ritz-Carlton Hotel has such a strong culture to new product and process development. In addition, they are presented in the right places. The company has a strong brand image among current and potential customers. It will help them to expand into new segments. But rising expenses for operations have an indirect impact on hotel pricing.
Customers
In the customer analysis section, marketing managers should prioritize demand risk and technology risk. The company is highly focused on niche segmentation so that they can serve the targeted customers.
Competitors
Ritz Carlton's major competitor include Accor Hotels, Starwood Hotels, Best Western, Cendant Corporation, Hilton Hotels Corporation, and others. Because of the smart positioning, it has ranked 2nd in CEO scores on comparably vs its competitors (Stringam, B.B., 2020). 
Collaborator
All participants in the supply chain, both upstream and downstream, are considered collaborators. The company places importance on supplier bargaining power, supplier contribution, supply chain flexibility and agility, and revenue sharing across the entire value chain.





Climate
The company has to deal with worldwide political, economic, social, technological, legal and environmental factors because all these factors affecting the business.  
	Political
	Political survival requires reducing systemic risks.


	Economic
	Must grasp forex, employment, inflation, and saving rates.


	Social

	Ensures good organizational culture.


	Technological

	Rapid technological advancement happens recently.


	Environmental

	Environmental rules, legislation, and standards vary by market


	Legal

	Current regulatory framework must be reviewed



Figure 1: PESTEL Analysis of Ritz-Carlton
Source: Blanco & Cohen, 2017










Objectives
The Ritz-Carlton Hotel Company’s smart objectives is “The Quest for Excellent Service” which is the collection of near- and intermediate-term objectives established to advance the company toward its long-term strategic objectives (Taylor et al.). Resource allocation at the company is heavily influenced by the company's stated objectives. In the Ritz-Carlton Hotel's ongoing pursuit of excellent service and in setting operational priorities, rules, and procedures is the strive for Superior Customer Care. All of the objectives mentioned in The Ritz-Carlton Hotel “The Quest for Excellent Service” are crystal clear and well-defined. This aids management and staff in keeping their eye on the big picture (the desired outcome) at all times. Managers may better assess the needs for personnel training and professional growth in their departments when they have clear, measurable goals to work toward.
Strategies 
The company developed its main business strategy while keeping consumers at the centre. Ritz Carlton has taken the premium price strategy because of its high-end reputation. It caters to those who are willing to spend a little more on convenience and luxury. Customers at hotel range from wealthy businessmen and executives to middle- and lower-class retirees looking to relax in style. They have adopted some of the following strategies such as video marketing, celebrity endorsement, social media marketing for their promotional activities. It is essential to understand the fundamental statement in order to comprehend The Ritz Carlton's marketing strategies and the creation of values for the consumers. Because creating value will help the company both satisfy existing consumers and attract new customers (Alsabbagh & Ahmad, 2013).





The Marketing Mix
The Ritz-Carlton brand concentrates its research on the four Ps of the marketing mix in this strategy (Product, Price, Place, Promotion). Producing new items, changing price, expanding business areas and organizing special promotions are all methods to market a product. According to the Ritz Carlton marketing mix, the following business techniques contribute to the brand's success (Westhuyzen & Merwe, 2017).

Figure 2: Marketing Mix
Source: RAVENHILL, 2019
Product
Ritz Carlton offers the world's finest cuisine and accommodations and unique services.  The Ritz-Carlton is enhancing its environment and personnel. There are public spaces, banquet halls, conference rooms, gourmet cuisine, spas, vehicle service, and tour guides. Hotels and yachts belonged to the same industry. One hundred and fifty patios provide seating for three hundred persons. They offer a luxury 7-10-day cruise to their clients. Customers may use the app to check-in, reserve cafés or conference rooms, and reserve valet parking. The app is compatible with guest rewards accounts (RAVENHILL, 2019).
Price
The Ritz-Carlton Hotel Co. marketing mix concentrates on a hybrid pricing approach to maximize the value of its offerings. The Ritz-Carlton Hotel Co.'s marketing mix employs a mixture of the following approaches for pricing its products: premium pricing, psychological pricing, bundle pricing and geographical pricing. The Ritz-Carlton is known for its luxurious accommodations and impeccable service, for which they demand a hefty price tag (Hinterhuber, 2019). 
Place
The Ritz-Carlton Hotel Co. takes great care to include all venues that are convenient for the company's target customers to visit. It is one of the most recognizable hotel brands in about a fourth of the globe. They have increased the positioning of their items beyond traditional brick-and-mortar retail locations to embrace current Omni channel retail platforms. In addition to physical stores, they also sell their items through online retailers such as Amazon.
Promotion
The Ritz-Carlton promotes through several channels. As a premium brand, restaurants rely heavily on word-of-mouth public relations to provide excellent items or experiences that keep consumers satisfied and promote the company (Roddy, 2018). The company is able to have direct customer interaction because to its marketing techniques. The Company promotes itself in every possible way by employing the strategies such as digital marketing, reward programs, community influencers and conventional marketing. 












Action
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Figure-3
Gannt Chart
(Mulders, 2019)
The above Gannt chart showing the Ritz-Carlton marketing activities regarding marketing plan for new customers. We have taken a short preparation time and started conducting market research at the same time.  The marketing channel includes direct selling, online selling, events, SEO marketing etc and scheduled for 12 days. All of these tasks must be fulfilled by the scheduled date (Mulders, 2019). 











[bookmark: _Toc121446555]Control
The customer experience is the value proposition of the Ritz Carlton (Shields, K., 2021). The hotel experience is consistent across all properties. The employees go above and above for the customers, and their excellent service fosters brand loyalty. The organization feels that its own personnel are by far the most valuable resource in capitalizing on that high-quality experience. They're very focused on satisfying their customers at all times. The marketing plan is created for attracting new customers. A good attitude about the brand will assist the business bring in new customers and make the business successful.









[bookmark: _Toc121446556]Conclusion
The company is committed to maintaining a steady growth rate and improving on a regular basis to ensure the satisfaction of its clientele. Marketing strategies that are certain to bring in buyers interested in a specific category of products (Faisal, 2016). It's not uncommon for consumers to make purchases they later come to regret. Nonetheless, its attractive design ensures that many customers purchase it not for its functional value alone. It is therefore essential for any kind of brand to show the defects of the product and give customers a sense of its ugliness. Hotels may provide a relaxing place to spend time with loved ones away from the stresses of everyday life. These organizations are growing by following predetermined business plans and marketing or advertising tactics that help them achieve their goals. Taking a trip to a place with a wonderful atmosphere may do wonders for your mental and physical health. An offsite meeting with colleagues in such a venue might result in some interesting new approaches. So, it all comes down to the methods of implementation that are the backbone of every effective business plan.
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Conclusion

. The organization commits to constant development and
improvement to satisfy its customers.

2. Marketing plan that attract a certain product category's
customers

3. So, it all comes down to the methods of implementation
that are the backbone of every effective business plan.

(Faisal, 2016)
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