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Introduction 
Marketing is a strategy, process and approach of  business organizations to sell desired goods and gain satisfied profit in the marketplace. In business place, each company practices various theories, models and strategies to improve overall marketing procedures in any complex environment. Ritz-Carlton is American multinational hotel that conducts organizational functions to more than 30 countries in the world. The purpose of this marketing plan is to improve whole marketing activities and strategies of Ritz-Carlton hotel and resort in dynamic business place (Yuan & et al, 2016). The marketing department of Ritz-Carlton hotel must practices innovative strategies and systematic polices according to dynamic business environment in the marketplace. This marketing plan importance on various models and strategies like-marketing mix, 5 c’s, marketing objectives, ansoff matrix strategy and so on. 
[bookmark: _Toc137048324]Situational analysis 
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Description automatically generated with low confidence]5 ‘C’s analysis: In business, F c’ refers to company, customers, competitors, collaborators and climate issues. Ritz-Carlton company must analysis those five factors to get accurate idea about dynamic situation and organizational performance in the marketplace. 
Company: Ritz-Carlton is a prominent hotel and resort company in America that has a big brand value in competitive business place. SWOT analysis will be effective to get idea about strengths, weakness, opportunities and threats factors of Ritz-Carlton hotel.
Strengths Factors: 
· Skilled employees
· Technological availability 
· Organizational value and reputation 
· Huge resource and capital 
Weakness Factors: 
· Poor management of resources 
· Sustaining the brand image 
· Fluctuating demand  
Opportunities of Ritz-Carlton 
· Increasing the preference of luxury
· High demand of customers
· Emerging technologies 
Threats of Ritz-Carlton 
· Better performance of competitors 
· Natural dissenter 
· Economic turnover 
Customers: Ritz-Carlton hotel sets target customers and offer desired goods and services to fulfill the existing demand of those customers. This prominent hotel conducts organizational function to more than 30 countries in the world. According to dynamic expectation of those different countries’ customer, this hotel company tries to give high services and facilities to customers for improving their satisfaction (Rashid & et al, 2013).
Competitors of Ritz-Carlton: Interstate hotel & resort, Rosewood hotel & resort and Las Vegas Sands are three main competitors of Ritz-Carlton Hotel Company. The marketing department of Ritz-Carlton hotel analysis and evaluate marketing strategies and dynamic approaches of those competitors during marking marketing decision and plan in contemporary business place (Perez & et al, 2021).
Collaborators: Ritz-Carlton hotel and resorts has many collaborators like-Hotel Effie Sandestin, Henderson beach resort and so on. Sometimes, Ritz-Carlton hotel makes different agreements to those institutions to take various new decisions and perform outstanding action procedures in the workplace (Dinçer & Alrawadieh, 2017). B-to-B relations among those hotels paly a supportive role to manage obstacle and conduct desired organizational functions in the workplace.
Climate issues of Ritz-Carlton: PESTLE analysis will be effective to get idea about macro-environmental factors of Ritz-Carlton hotel and resort. This company must analysis political and social factors of different countries during making decisions and performing marketing procedures. The marketing department of Ritz-Carlton must importance on economic issues of different countries before operating their marketing functions (Leung & et al, 2015). This company must use modern technologies during making plan and conducting marketing activities in the workplace. Ritz-Carlton hotel must abide by legal policies of different countries to conduct organizational actions to versatile business place. Thus, PESTLE factors have a big impact on overall marketing plan and activities of Ritz-Carlton hotel and resort.
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Description automatically generated with low confidence]4ps marketing mix: Ritz-Carlton hotel and resort can practice 4ps marketing mix to progress marketing activities in the workplace. In this time, Ritz-Carlton hotel must try to improve product quality and best services to ensure high satisfaction of customers in the marketplace. This hotel company must set a reasonable price so customers become stimulate to take services and facilities. Ritz-Carlton Hotel must sets business areas where customers demand is very high. This company can use different social media and digital tools to ensure a better promotion and advertising in the marketplace.
[bookmark: _Toc137048325]Objectives 
SMART target: Ritz-Carlton hotel and resort can practice SMART objectives during making marketing decision and plan in competitive business place. This time, Ritz-Carlton hotel need to focus on specific, measurable, relevant, attainable and time based to make effective marketing plan.
Specific: Ritz-Carlton must set specific strategy and policy to conduct marketing actions in complex business place.
Measurable: The marketing plan of Ritz-Carlton must be measurable and practical.
Attainable: The marketing plan of Ritz-Carlton must be attainable and realistic in dynamic business environment.
Relevancy: This hotel company must make relevant and authentic marketing plan in complex business situation.
Time based: Ritz-Carlton hotel must set a specific time during making marketing plan and conducting action procedures in the workplace.
[bookmark: _Toc137048326]Strategy 
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Description automatically generated]Ansoff matrix strategy: There are four factors of Ansoff matrix strategy like-market penetration, product development, market development and diversification. Ritz-Carlton hotel and resort can practice this strategy to conduct outstanding marketing activities in the workplace (Rather  & Sharma, 2017.). 
Market penetration: In this time, Ritz-Carlton hotel must sell existing products to existing marketplace. Ritz-Carlton hotel industry does not need to make any change in regarding product and marketplace issue in business place.
Product development: In this stage, Ritz-Carlton hotel need to introduce new product to the existing marketplace. Each marketing manager of this hotel company have to be more rational and strategic to launch new product and services in the marketplace.
Market development: This time, Ritz-Carlton hotel must sell existing products to new marketplace.
Diversification: This is the riskiest stage of Ansoff matrix strategy where Ritz Carlton hotel need to sell new product in the new marketplace. The marketing department of Ritz-Carlton hotel must practice innovative strategies and systematic polices to operate organizational functions to diverse marketing (Han & et al, 2019).
[bookmark: _Toc137048327]Tactics 
Ritz-Carlton hotel can practices various innovative strategies and dynamic polices to improve overall communication in complex business situation. This company can use different social media and emerging tools to maintain distance communication with different stakeholders in the marketplace. The use of internet can establish a fruitful communication and interaction among the employees of Ritz-Carlton hotel and resort. Each marketing manager must encourage employees to communicate and collaborate with each other in the workplace. The right application of SMART objectives can progress whole marketing strategies and approaches of Ritz-Carlton hotel and resorts in dynamic business place (Jiang & Wen, 2020). Thus, different tactics and strategies can progress marketing performance of Ritz-Carlton hotel.
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Gann Chart of marketing activities 
	Activities 
	1 to 7 days
	7 to 14 days 
	14 to 21 days 
	21 to 28 days

	Direct selling 
	
	
	
	

	Affinity marketing  
	
	
	
	

	Public relations 
	
	
	
	

	Paid marketing 
	
	
	
	


 
According to the Gann chart, Ritz-Carlton hotel must conduct direct marketing from day 1 to 7, and affinity marketing from days 7 to days 14. This hotel company will maintain public relations from days 14 to days 21 and paid marketing from days 21 to days 28.  Thus, Ritz-Carlton hotel and resort can manage and control overall marketing procedures by practicing Gann chart in the complex business place.
[bookmark: _Toc137048329]Control 
Ritz-Carlton hotel can measure success through analyzing different factors like-brand value, new customer, satisfaction of customer, profit gaining and so on. Ritz-Carlton hotel can apply KPI model to analysis dynamic performance and strategy in the marketplace. KPI refers to key performance indicators. This hotel company can offer innovative and competitive services to customers for improving their satisfaction and increasing organizational value and reputation in the marketplace. This company need to improve areas of weakness to perform outstanding activities in any complex business environment.
[bookmark: _Toc137048330]Conclusion 
In nutshell, the organizational progression and efficiency of Ritz-Carlton hotel depends on effective marketing strategies and competitive functions in the workplace. This company should ensure proper application of different theories, principles and models in dynamic business place. Each employees and staffs of Ritz-Carlton should show high effort and dedication to complete desired actions and achieve organizational goals.
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Marketing is a fundamental activity in business place that directly affect product-selling rate in business place. Ritz-Carlton hotel can practice 4ps marketing to improve marketing operations in competitive marketplace. This company can apply SWOT analysis to identify existing internal issues in dynamic business place. The leaders and mangers of Ritz-Carlton need to practice different strategies and polices to compete with other business organization in the marketplace. This company need to set target customers to produce goods and offer services to improve customer’s satisfaction.
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In business, marketing mix refers to 4 p’s marketing that refers to product, price, place and promotion. The marketing department of Ritz-Carlton hotel can apply 4 p’s marketing mix to take effective marketing decision and improve activities in the workplace. Firstly, Ritz-Carlton need improve product quality and other services of customers. The marketing department must focus on dynamic demand and expectation of customers during producing goods and offering those to customers (Chon &  et al, 2020).  
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Ritz-Carlton hotel must set reasonable and satisfied price so customers can take services to fulfill their demand. This company need to choose urban areas and different shopping complex to conduct organizational functions and sells desired goods and services. The marketing department of Ritz-Carlton can apply various social media tools to improve overall promotion in any competitive business environment (Nieves & et al, 2015).
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Ritz-Carlton can take many opportunities like-high demand of customers, support from technological instruments, better performance of leaders and mangers (Yarovaya & et al, 2016). All those opportunities can bring about different facilities and advantages to Ritz-Carlton hotel in the marketplace. However, Ritz-Carlton hotel can face various threats like-competitor’s performance, economic turnover and different global pandemic.





Slide 8


The target customers of Ritz-Carlton hotel are-celebrities, leisure travelers, national and international sportsman, business executive and upper and middle class society. This hotel industry produces goods and offer desired services according to those target customers in the marketplace (Hilman & Kaliappen, 2014). Sometimes, this company arrange various gamification and discount programs to improve customer’s satisfaction in the marketplace.
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The competitors of Ritz-Carlton hotel are-Marriot international, Mandarin oriental, Belmond ltd, Hilton hotel, Lowes hotel and so on. Those hotel and resort industries make effective decisions and strategic policies to perform outstanding functions and achieve organizational goals. Ritz-Carlton hotel need to analysis competitor’s approaches and strategies to make most productive decision and policy to improve organizational value and sustainability in the marketplace (Mohammed & Rashid, 2012).
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At last, Ritz-Carlton should ensure proper application of marketing mix to manage obstacles and perform competitive actions in any complex business situation. This hotel industry should improve weakness areas and highlight strengths sides to improve organizational sustainability in the marketplace. The marketing department of this hotel industry must set target customers and perform best operations to compete with competitors in business place.
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Marketing is a fundamental activity in business place that directly affect product-selling rate in business place. Ritz-Carlton hotel can practice 4ps marketing to improve marketing operations in competitive marketplace. This company can apply SWOT analysis to identify existing internal issues in dynamic business place. The leaders and mangers of Ritz-Carlton need to practice different strategies and polices to compete with other business organization in the marketplace. This company need to set target customers to produce goods and offer services to improve customer’s satisfaction.
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In business, marketing mix refers to 4 p’s marketing that refers to product, price, place and promotion. The marketing department of Ritz-Carlton hotel can apply 4 p’s marketing mix to take effective marketing decision and improve activities in the workplace. Firstly, Ritz-Carlton need improve product quality and other services of customers. The marketing department must focus on dynamic demand and expectation of customers during producing goods and offering those to customers (Chon &  et al, 2020).  
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Ritz-Carlton hotel must set reasonable and satisfied price so customers can take services to fulfill their demand. This company need to choose urban areas and different shopping complex to conduct organizational functions and sells desired goods and services. The marketing department of Ritz-Carlton can apply various social media tools to improve overall promotion in any competitive business environment (Nieves & et al, 2015).
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Ritz-Carlton can take many opportunities like-high demand of customers, support from technological instruments, better performance of leaders and mangers (Yarovaya & et al, 2016). All those opportunities can bring about different facilities and advantages to Ritz-Carlton hotel in the marketplace. However, Ritz-Carlton hotel can face various threats like-competitor’s performance, economic turnover and different global pandemic.
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The target customers of Ritz-Carlton hotel are-celebrities, leisure travelers, national and international sportsman, business executive and upper and middle class society. This hotel industry produces goods and offer desired services according to those target customers in the marketplace (Hilman & Kaliappen, 2014). Sometimes, this company arrange various gamification and discount programs to improve customer’s satisfaction in the marketplace.
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The competitors of Ritz-Carlton hotel are-Marriot international, Mandarin oriental, Belmond ltd, Hilton hotel, Lowes hotel and so on. Those hotel and resort industries make effective decisions and strategic policies to perform outstanding functions and achieve organizational goals. Ritz-Carlton hotel need to analysis competitor’s approaches and strategies to make most productive decision and policy to improve organizational value and sustainability in the marketplace (Mohammed & Rashid, 2012).
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At last, Ritz-Carlton should ensure proper application of marketing mix to manage obstacles and perform competitive actions in any complex business situation. This hotel industry should improve weakness areas and highlight strengths sides to improve organizational sustainability in the marketplace. The marketing department of this hotel industry must set target customers and perform best operations to compete with competitors in business place.
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