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INTRODUCTION
Ritz-Carlton it is a luxury hotel company, a leading company famous for its own standards, the gold standard of hospitality, being recognized with numerous awards. In this essay, it is presented the marketing plan, which together with the personalized and unique products and services of the company the success was a sure destination. For a better planning and structure, SOSTAC is the framework used to create the marketing plan. Within SOSTAC analysis, for an ease understanding of each phase another marketing tools were used: 4P’s, marketing mix, Gantt Chart, etc.

SITUATION ANALYSIS
5’C’s
[bookmark: _Hlk121251023]For Situational analysis, a perspective of the environmental that Ritz -Carlton Hotel Company operates, 5C's framework was used.
Company
[bookmark: _Hlk121251529]As per Dyson (2004) the identification of the strengths and weaknesses of a company and the opportunities and threats that environmental can bring are the purpose of a SWOT analysis. Appendix 1 represents the SWOT analyses for this marketing plan.
· Strengths - The company Ritz- Carlton it is a brand purchased by Marriott in 1998 (The Ritz-Carlton, 2022). Customers satisfaction by offering personalized service is the philosophy through which company operates. (Anonymous, 2004). All the employees are trained and introduced to gold standards before becoming "Ladies and Gentlemen serving Ladies and Gentlemen." Trustable employees are important, for example they have permission to spend $2,000 on a guest, per incident (Joshi, 2018).
· Weaknesses - Ritz-Carlton, a luxury provider, can be affected by price changing. As noted by Uggla (2017) the price of luxury increases every year.
· Opportunities: - Hotels and resorts worldwide, in continuous expansion, with increasing number of loyal customers (The Ritz-Carlton, 2022).
· Threats - In London, several companies are interested in opening new hotels, even if the infection rates of Covid 19 are high and missing Chinese and now Russians high-spending travelers. Raffles, Peninsula, and Waldorf Astoria are some examples of hotels scheduled for opening (Anonymous, 2022).  
Customers
[bookmark: _Hlk121263122]As mentioned by Lee and Kwag (2017) the customers of Ritz-Carlton are wealthy and affluent members of society, financially stable who knows what they want. The trip purpose (business, leisure) and/or group size (individual, group) are the variable of customer segmentation (Dev, 2009). The company it is targeting youth wealthy travelers, to be part or their regular customer, without distancing the older (Sanders, 2005).
Competitors
[bookmark: _Hlk121263674]The information about the company itself, the competitors, stakeholders, and the industry are essential to assess the position of the company. Marketing strategies based on customer attributes can offer to the company an advantage over competitors (Crook, Ketchen and Snow, 2003). Michael Porters ’five forces’, appendix 2, model is one of the most relevant tools for hospitality marketers to understand the forces that influence competition at the macro level.
[bookmark: _Hlk121263894]Collaborators
One example of the partners with whom Ritz-Carlton has a collaboration to meet the food standards is Avendra, to purchase goods (Pattni, 2006). Another example of partnership can be the one which was concluded with JPMorgan Chase & Co. when the credit card was launched (Miller, 2011). 
Climate
For a macro analysis at environmental and situation level, PESTEL model, can be used. PESTEL stands for: Political, Economic, Socio-cultural, Technological, Environment and Legal (Yuksel, 2012). A PESTEL analysis for United Kingdom, after vote for Brexit can be found in appendix 3 (AKKANEN, 2017).

OBJECTIVES
The specific purpose of this marketing plan it is to increase brand loyalty and the best way to measure the success can appear in increasing the number of customers who return. The purpose can be attainable by creating and offering remarkable products or service, such as surprise and personalized gifts. Therefore, all of these can be realistic achieved during winter holidays, for example Christmas time. Preparing and personalizing the gift can begin at the same time as the reservation, being prepared for the customers when arriving at the hotel.

STRATEGY
Customer satisfaction for Ritz-Carlton creating memorable experiences, even with small acts of service, it is in constant improvement. For the introduction of a new successful service or product in a competitive market, innovative ideas are efficient brought by employees or external companies. Detailed research of the internet resources and literature combined with an analysis of suggestions and recommendations, or a set of questionaries can develop a new product which suits the customers targeted by the company (Sucic, 2010). To reach to all customers which are multi-generational, multinational and multicultural, the company will communicate the new product proposal by e-mail, website, social media and collaborators such as travel booking sites (Miller, 2011). Because the new product it is a luxurious one, can be situated on tailored offering position on “Bowman's strategy clock”. The base of “Bowman's strategy clock”, appendix 4, it is the principle to archive’ competitive advantage by providing customers better products than competitors’ (Saqib, 2019).

TACTICS
Marketing mix
The Four P, first developed by McCarthy in 1960: product, price, place of distribution and promotion are essential for each company when creating a marketing plan. Marketing mix, appendix 4, uses the Four P as tools to have a favorable product or service to a specific market (Khan, 2014). A marketing mix for this paper can be found at appendix5.
Product 
To increase the number of customers loyal to the brand of a luxury hotel, the product must be in the same category, luxurious. Also, this personalized product can attract new clients. A surprise gift such as a personalized box with a finest chocolate with various assortments, with customer name on as a memorable welcome. For customers to find their name on the gift can exceed their expectations, as noticed by Knutson (1988) people appreciate when are greeted with their name as ‘the most pleasing phrase in any language is you name’.
Place (Distribution)
Marriott Bonvoy offer the possibility to make an online reservation and to select the service that suit the needs of (Marriot, 2022).
Price 
Ritz-Carlton it is a top brand in the luxury hotel industry, because of their high-quality services and products with offered to their customers. The customer will pay only for reservation, as the personalized box it is a gift. High-quality products can increase the price of the service, but enrolling the Marriott Bonvoy, special offers and benefits are available (Marriot, 2022).
Promotion
To be able to give value to a product on a market that uses technology in the era of mass communications, a mix of marketing communications it is mandatory (Todorova, 2015). The first page of Ritz-Carlton website ‘Make a reservation’ has various option where the surprise product can be displayed and simply to access within mobile devices. The content of the offer can also be posted on the pages of Instagram, Pinterest, or Twitter where the company actively communicates with people. The review on social media it is 86% positive (Joe, 2013). 

ACTION
[bookmark: _Hlk121270077]When talking about actions, Gantt chart it the key to project the plans, where attention to detail, good project planning skills, time management, prioritizing, people management are used. Gantt charts are management tools, being a modality to display important information. They offer to users a clear definition of problems for a better understanding and acceptance of solutions (Wilson, 2003). The start of a Gantt chart for this marketing plan can be found at appendix 6.

CONTROL
[bookmark: _Hlk121270196]One possibility to measure success of the new product brought to the market it is customers satisfaction. Customer satisfaction can be achieved by highly customized and differentiated service, which can make customer to return and to became loyal to the brand. Bringing loyal customers to the brand can have a positive impact by increasing their market shares and growth of rates, being more profitable approach than promotions (Tepeci, 1999). A unique selling point can be developed by using "Mystique". "Mystique" it is a central system where employees can share their observation about customer, available in all company hotels (Johnson, 2006).

CONCLUSION
In conclusion, the marketing strategy of Ritz-Carlton Hotel company to bring new customer loyal to the brand can be explained by Kotler and Armstrong (2009, pp. 28) definition of marketing “Marketing is managing profitable customer relationship” or with other words “Marketing is defined as the process by which companies create value for customers and build strong customer relationship in order to capture value from customer in return.” The philosophy of Ritz-Carlton is to create memories focused on customer's needs and to create a long-term relationship through their anticipated and personalized service, and clients bring value to the company becoming loyal to the brand.
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APPENDICES
Appendix 1. Swot Analysis
	STRENGHTS

	WEAKNESSES

	Luxury brand
Marriot parent company
Empowered employees
Customer related service
	
High prices

	OPPORTUNITIES
	THREATS


	
Market expansion
Increase customer number due personalised service

	
Competition from other hotels
Reduced number of customers
Covid-19 pandemic





Appendix 2. Michael Porters ’five forces’
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Appendix 3. PESTEL
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	The value of pound has fallen
	
	different cultures and religions
	
	research and development investments
	
	To reduce greenhouse gas emissions.
	
	After Brexit gaps in the UK laws


Appendix 4. Bowman ‘clock’
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Appendix 5. Marketing Mix
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Appendix 6. Gantt Chart
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